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1. Abstract 
 
This study focuses on progress in the joint consideration of the needs of business and the needs of 
society. More specifically, the paper discusses the Creating Shared Value (CSV) framework (introduced 
by Porter and Kramer, 2006, 2011). Whilst the framework has been described as a ground-breaking 
approach, different from previous conceptualization, its diffusion also presents apparent similarities 
with the patterns of managerial fads and fashion.   
The following research focuses on investigating how a small chain hotel can increase value returns by 
introducing CSV into its business model. 
Examination of patterns and incentives in a socially responsible business has been completed   
through a study case on Guldsmeden hotel located in Copenhagen, Denmark. The insights into the 
hotel are developed based on the primary and secondary data.  The primary data has been collected 
by conducting semi-structured interview with the founder and Public Relations responsible of Axel 
Guldsmeden hotel. As secondary data reviews from www.tripadvisor.com and customers’ survey 
piloted by the hotel have been used to gain an overview what features add value to the business from 
the customers’ perspective.  
After extensive research and analysis the conclusion follow that a small chain business has a fair 
chance to successfully implement Creating Shared Value concept into its business model and have a 
meaningful impact on the society outside of its financial limitations. 
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1. Introduction 
 
1.1. Problem area 
Pollution, waste spills, oil spills, global warming, child labour, malnutrition, poverty are just a few of 
the current environmental or social issues that are often at the centre of attention of mass media, 
activist groups like local or global environmental and human rights organizations, of various ministries 
etc.  
In recent years, private enterprises have received a great deal of the blame for the environmental 
damage by different actors, such as the United Nations1, Principles for Responsible Investment (PRI)2 
and Occupy Wallstreet3. As a response to this external pressure, businesses have turned to various 
types of initiatives that would improve their environmental performance or responsibility towards 
their stakeholders. These initiatives that adhere to the term Corporate Social Responsibility4 (CSR), 
could vary from corporate codes of conduct, to donations to “good causes”, reduction in CO2 
emissions and many others. 
However, the two influential Harvard professors, Michael Porter and Mark Kramer, have in recent 
years argued that CSR, in the way it is currently being implemented, is a peripheral concern of 
businesses, and for that reason its benefits are not fully exploited (Porter and Kramer, 2011:4). 
Instead, they propose the idea of adopting a “Creating Shared Value” (CSV) approach which turns the 
social and/or the environmental responsible initiatives in the firm’s mission and embeds them in the 
core processes. Porter and Kramer claim that through a careful strategic planning of CSV, the firm can 
                                                          
1
 http://www.bbc.co.uk/news/science-environment-24292615 or full IPPC report 
http://www.climatechange2013.org/images/uploads/WGIAR5_WGI-12Doc2b_FinalDraft_All.pdf 
2
 http://www.theguardian.com/environment/2010/feb/18/worlds-top-firms-environmental-damage, or full UNPRI report 
http://www.unpri.org/viewer/?file=files/6728_ES_report_environmental_externalities.pdf 
3
 http://occupywallst.org/ 
4
 Corporate Social Responsibility is a corporate initiative to assess and take responsibility for the company's effects on the 
environment and impact on social welfare. The term generally applies to company efforts that go beyond what may be 
required by regulators or environmental protection groups. 
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also gain economical value by addressing the needs and challenges of the society, resulting in a 
shared value for company and society alike. 
Being a fairly new concept, we have found very little academic research on the topic of CSV, and a lot 
of the published material stems from these two authors. This intrigued us in delving deeper into the 
subject. Porter and Kramer have repeatedly tried to provide evidence of the possibilities of increasing 
value returns through CSV by giving examples of large companies that have successfully engaged in 
CSV (Nestle, Unilever, GE and many more). However, there has been no exploration into how small 
and medium size5 companies (SME’s) with more limited resources (financial, human, experience, time 
etc.) can implement CSV, which has in turn sparked our interest in the subject. Furthermore, as SMEs 
are in many ways the drivers for growth6, CSV needs to appeal to these firms as well, in order to reach 
its full potential. 
Because the CSV paradigm is quite new, it is highly possible that many companies have not heard 
about it. Therefore, it is also likely that companies might exist who have successfully implemented a 
CSV approach as an integral activity in the business, without being aware of the specific terminology. 
In our pursuit to answer these questions, we have chosen to focus on the small Danish hotel chain, 
Guldsmeden7 (see company description in section 2 of this report). This choice is due in part because 
we see the hotel industry as a highly competitive industry, where many hotels have sharply defined 
CSR profile. Having an innovative approach to social responsibility through CSV could therefore help 
to differentiate a given hotel chain from its competitors. Secondly, the fact that Hotel Guldsmeden is 
certified as one of the most environmentally friendly hotel chains in Denmark8, indicated that this 
hotel might provide insights about how CSV can be implemented by small companies in general. 
  
                                                          
5
 Both in terms of number of employees and yearly revenue 
6
 http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/index_en.htm 
7
 http://guldsmedenhotels.com/ 
8
 The only one in Denmark to be awarded the Green Globe certification for sustainable tourism: 
http://greenglobe.travel/category/denmark/ 
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1.2. Purpose 
CSV promises to be a strategy to pursue greater economic value, but it can be discussed to what 
extent this concept brings novelty to the idea of social responsibility, and to what degree it can be 
implemented by small companies. This is why, apart from getting a better understanding of the CSV 
concept and its whole value creation process, our aim for this project is to also explore if a small 
company can do more than CSR to create meaningful value returns for the society and the 
environment, as well as for itself. We hope that the analysis around Guldsmeden Hotels can become a 
learning point for the hotel industry in general, and indeed any firm that is interested in achieving 
sustainable value returns. The starting point of this research will be taken from the following problem 
formulation and working questions: 
1.3. Problem formulation 
To what extent can a small hotel chain increase the overall value returns of their business by 
implementing Creating Shared Value (CSV) into their business model? 
a. What is value and how measurable is it? 
Firstly, a deeper look into the concept of value will be explored, in order to map the different 
perspectives of how different companies might perceive value and thus how they are incentivized into 
implementing CSV or other forms of social responsibility. This chapter will be finishing into a 
discussion of whether value can be measured and if yes, how?  
b. What is CSV and how did the concept develop? 
Following, we will try to look deeper into what the concept of CSV includes, and how the concept has 
developed. This first chapter will not only be descriptive, but also analytical in trying to identify how 
CSV might give new insights into the field of social responsibility in general. 
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c. What are the incentives for “Guldsmeden” hotel to be socially responsible? 
As a way to start analysing the process of implementing CSV activities, by taking the example of 
Guldsmeden Hotels, we are interested to investigate what possible motivations has the hotel had in 
its Social Responsible (SR) activities, and whether profit maximization has been the sole reason or not. 
d. How does Guldsmeden’s business model align to social and environmental responsibility 
values? 
Once the incentives for being SR have been found, the analysis becomes more concrete by looking at 
how Guldsmeden Hotel has implemented its social responsible initiatives and what changes in its 
business model had to be made accordingly. 
e. Has Guldsmeden Hotel encountered any obstacles in implementing their socially and 
environmental responsible initiatives and if yes, how have they overcome them? 
Naturally, reshaping the organization and activities to be more sustainable and social responsible has 
led to encountering various obstacles. These will be researched as well because they can be good 
learning points for other hotels in doing CSV. 
f. Can other small size hotels increase their overall value returns by utilizing the positive 
experience of Guldsmeden Hotel? 
An analysis of Guldsmeden’s total value returns will be conducted, so as to give an indication of 
whether it is possible to attain greater value through approaching SR (or CSV) initiatives. 
To give a better view of the different project phases, we have developed the following diagram: 
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Figure 1: Project structure/phases  
 
1.4. Interpretation  
Value is a simple word, covering a multitude of different meanings. In this project we will refer to 
different definitions of the term value, to provide the reader with an understanding of the many ways 
corporations affect their surroundings. Primarily we will focus on financial, environmental and social 
value. These three types of values are also the constituents of what we understand as overall value 
returns that a company can produce through its activities. 
Of these three, social value is by far the most ambiguous term. Social value is the impact a given 
organization has on their stakeholders9, be it positive or negative. As we will expand upon in chapter 
4, this definition has a number of shortcomings, as it does not provide a readily usable hierarchy of 
how this impact can be measured nor does it provide a demarcation in terms of the time frame in 
which this impact should be measured. These problem areas will create the basis of the discussion in 
chapter 4.  
Like the concept of value, social responsibility is a term that can have a multitude of meanings, 
depending on the emphasis of responsibility. While some liberalists, like Milton Friedman (1970:2), 
argued that only people and not organizations can have responsibilities, many corporations today 
                                                          
9
 Agents affected by the actions of a given corporation 
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have a formalized description of how they perceive their role in society. More than that, different 
initiatives are being taken so as to benefit certain stakeholders, and they can be directed either 
towards social or environmental causes.  
Creating Shared Value (CSV) is a stand-alone concept within the field of social responsibility. It is 
fundamental to this view that societal and environmental gains can and should be achieved in ways 
that will help maximize the profit of a given organization utilizing this approach (Porter and Kramer, 
2011:6). Therefore, we will recognize CSV as the pursuit of ethical or altruistic goals set by an 
organization that seek to gain a financial or competitive advantage through the realization of these 
goals.  
The term business model refers to a part of a company’s business strategy which defines the main 
ways in which a business creates value for its stakeholders, and it includes aspects such as customer 
value proposition (offerings, target customer, purpose), core strategies and activities, strategic 
resources, partnership network (Hammel, 2000; Johnson, Christensen & Kagermann, 2008). 
1.5. Delimitations 
Taking into consideration the resources for this project, there will be some important limitations 
around it.  
First and foremost, the main purpose has been to explore the concept of CSV and its degree of 
novelty, which means that other related approaches to social responsibility such as Corporate Social 
Responsibility (CSR), Triple Bottom Line (TBL), Blended Value (BV) will not be dealt with in depth. A 
broad and general introduction of these concepts will however be proposed to the reader, either 
through footnotes or explicitly in the paper if a more detailed description is needed. As the aim is to 
give the reader an understanding of how CSV differs from these other concepts, we will also give a 
closer look into the characteristics of these approaches with the purpose of comparing them with 
CSV.  
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At the same time, we will assume that all commercial enterprises are founded on the idea of profit 
maximization, so as to not to deviate from the main purpose of the project with detailed discussions 
about the extent to which the idea of maximizing profits contradicts social responsibility initiatives. 
Furthermore, there are geographical limitations as well. As the interest revolves around smaller 
companies, we do not focus on obstacles that might occur for larger, global companies implementing 
CSV. 
Lastly, we will analyse how the approach to social responsibility creates value for Guldsmeden Hotels 
only, without into taking account other possible hotels that strive to be sustainable. This is because, 
as it will be mentioned in the next section, our perspectivist angle of research. Furthermore, since the 
hotel chain constitutes of 7 different hotels base not only in Denmark, and because most of the 
information obtained from the two interviewees revolved around Axel Guldsmeden10, our analysis 
will keep this hotel in focus and refer to the hotel chain only when relevant. Moreover, it needs to be 
pointed out from the beginning, that this analysis is very dependent on the data provided by the 
company, which can seem limited compared to what it would be needed to have the full picture. 
1.6. Philosophy of science 
The purpose of this project is not to give a definitive answer to the question of whether social 
responsibility in business is the optimal strategy in every business, but rather to try to get a better 
understanding of the concepts, of how and why things happen the way they do. The starting 
assumption is that in different contexts, the application of either CSR or CSV can have different 
consequences because the implementation depends on many variables: ambitions, management, 
resources, level of knowledge, skills, country, political or other external factors etc. In other words, we 
could say that each company’s view on the impact its activities has upon itself and the society very 
much depends on the specific framework of time, background, culture etc. that each company is 
subject to. 
                                                          
10
 Address: Helgolandsgade 7, 1653 København V, Denmark 
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At the same time, the view on value creation is not only relative to the given context, but also to the 
person trying to make an interpretation of it: a manager can view and appreciate value creation 
differently from a shareholder, a competitor, a customer, a governmental institution, an 
environmentalist etc. Because the project is dealing with such a complex concept as “value”, it is 
difficult, if not impossible, to strive for an absolute knowledge that does not depend on a certain 
perspective. This is why the epistemological position in the research will be perspectivist, meaning 
that it will not aim to formulate general laws or define an universal truth (Bitsch & Pedersen, 2011: 
165; Hatch, 2013: 13-15) of which option is best, but rather to analyse the different concrete 
perspectives of value creation. Using the process of deduction proposed by Bryman, we will test the 
theory put forth by Porter and Kramer that CSV improves upon the concept of CSR through the case 
study on Guldsmeden Hotels (Bryman, 2012: 24). 
The analysis will be done around situationism, what is a method that takes as point of departure 
assumption stating that the relation between context and action is a process where the medium is 
interaction (Bitsch & Pedersen, 2011:171). We believe that the positive/negative experiences of the 
organizations (micro-level) that have implemented CSR/CSV are influenced by the context in which 
they take place. By that, the ontological belief is that the existence of these realities is independent of 
our knowledge of it, but in trying to understand them, the interpretations cannot fully be made 
independent on our pre-judgements (Bitsch & Pedersen, 2011:142). This position can make the 
findings deviate from a strict pattern and thus seem less credible to the reader. However, this is a risk 
that it is assumed when taking a position of perspectivism in the research. 
1.7. Data collection/methods 
This paper relies on both primary and secondary data. The primary data will consist of a semi-
structured interview with two key persons from the Guldsmeden Hotel chain, the owner and the PR 
and marketing manager in the Guldsmeden hotel chain (see the full interview transcript in Appendix 
1). To juxtapose the data collected in the interview, we use secondary data from customer reviews on 
the website www.tripadvisor.com, which gives us an indication of which features add perceived value 
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to the hotel from the point of view of the customer (see the main findings of the Tripadvisor review 
analysis in Appendix 2). 
The reason for choosing this research method is the need for getting internal outlook of strategies, 
purposes, incentives and obstacles of running a socially responsible business. The semi-structured 
interview method leaves the interviewees the time and room to elaborate on the topics that they 
thinks are relevant. It also gives us, as interviewers, the possibility to follow up on new topics as they 
appear throughout the interview, and that might provide relevant information for the project. In 
other words, we had a prepared guide with fairly specific topics to be covered during the interview, so 
the interviewee has a great range of leeway of how to answer the questions (Bryman, 2012: 471). 
By conducting the interview we expect to obtain insights on the customers’ profile, the chain’s 
definition of social and environmental value, on its social and environmental initiatives, on the 
relevant incentives, implementation process and obstacles in doing so, as well as the value returns for 
the hotel. Also we believe that this interview will provide us with knowledge on the internal 
organization of the company, which will be relevant for the analysis. 
The interview was held with both of the Guldsmeden Hotel’s representatives at the same time. Ideally 
we would have conducted the interviews separately, however they insisted on being interviewed 
together in order to complement each other’s knowledge.  
While it had been preferable to conduct two separate interviews, since the aim of conducting the 
interviews was not to get phenomenological insight into the respondents’ daily lives in the hotel, but 
rather to gather information on the hotel chain in general, it was decided to agree to the wishes of 
the informants. This does however provide some limitations, as we cannot exclude the possibility that 
the informants influenced each other during the interview process in a way that is counter-productive 
to the aim of the interview. 
From the interview we expect to further our knowledge about Guldsmeden hotels and gain insights 
from the top management of the group. Firstly, we aim to capture the core values and the business 
plan by asking about a historical overview of the hotels as well as the customers’ profile. This will lead 
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us to find out whether there has been a radical change from the beginning in terms of sustainability 
or if the care for environmental and society has been the focus for the chain from the beginning. 
Furthermore, we wish to expand on the environmental and social activities performed by 
Guldsmeden hotels. The objective is to find out if they have past initiatives that they have had to 
abandon and future ones they have planned. This will lead us to understand the obstacles they might 
have found, both internal and external, and how they might overcome them if at all possible. 
In addition, we plan to get insight into how the group is managed and organised to understand how 
the social or economical activities are chosen and then implemented. We would also like to elaborate 
on the franchising of a hotel to apprehend how Guldsmeden hotels make sure that these franchised 
hotels implement all the activities set by the hotel chain. 
In the process from designing to analysing the interview we followed 7 phases of research design 
proposed by Kvale and Brinkmann, thematizing, designing, interviewing, transcribing, coding, verifying 
and reporting.  
The first step in the process ‘’thematizing’’. This is the process of narrowing the field of research by 
answering the question of what is going to be studied, and what is the puzzling part about the topics 
(Lofland, 1995:78). Our themes, apart from the introduction that should always be present were: 
Organisation, Customers, Environmental and Social value. 
“Designing” is the process of choosing a fitting methodological technique. In the case of this project 
we chose the semi-structured interview that, as mentioned before, gives the interviewee the space to 
elaborate on the subjects that are found to be relevant. 
The interview itself is the next phase. Some of the theorists on the subject, for example Kvale (1996), 
strongly suggest videotaping the interview, because the visual aspects can give a richer perspective 
for the analysis. However, as the interview aims to give insight into the hotel chain, and is not 
primarily concerned with the two informants, we have chosen not to do this. 
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The fourth phase is transcription. As Kvale says, "[t]ranscripts are not copies or representations of 
some original reality, they are interpretative constructions that are useful tools for given purposes’’ 
(Kvale, 1996:165). In accordance with this, while transcribing the record, we decided to disregard all 
irrelevant sounds made by the interviewees e.x ‘’mhmm, eee’’ etc., and correct the grammar 
mistakes, in order to make the transcript easily understandable for the reader. However we have 
strived to influence the transcripts at little as possible, being aware of our possible bias as the 
researchers who conducted the interview.   
The most crucial part of getting an outcome of the conducted interview is “coding”. In the case of this 
research study it has been decided that the transcript of the interview will be coded through thematic 
analysis. The aim of this method is to construct an index of themes and subthemes in order to gain a 
holistic overview on the interviewee responses throughout the interview, that will help answer the 
problem formulation (Bryman 2012: 579). This is where codes should come together, since the 
analysis is to be moved from particular to general (McCracken quoted in Bryman, 2012: 580). In the 
transcript of the interview with Guldsmeden Hotel’s representatives, we distinguished the following 
themes and subthemes: 
● Incentives for performing socially and environmentally responsible activities 
● Obstacles for performing socially and environmentally responsible activities 
● Implementation of such initiatives and strategies 
● Value perception/definition for the company: 
○ social value 
○ environmental value 
○ financial value  
 
These different themes were then assigned different colour codes, and subsequently highlighted in 
the transcripts, so we got a complete overview of the most relevant statements given by our 
informants. This also served to challenge our possible individual biases, as we would have to argue 
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that a specific statement did in fact provide is with relevant information in correlation with the 
specific theme. 
The “verification” stage has been dealt with by being critical in our analysis towards the reliability of 
the data that the interviewees provide us, especially regarding their subjective opinions and feelings. 
Last comes reporting, which comprises the analysis of the interview based on the chosen themes, as 
well as highlighting the main findings, which we will do in the analysis in chapter 6. 
Expanding upon the data collected through the interviews, we have chosen to include data from the 
Sustainability Management Plan from Guldsmeden Hotels11. Following the method for case study 
design proposed by Yin, the case study is constructed to help us answer our problem formulation (Yin, 
1994: 28), and shed light on the experiences of implementing environmental and socially responsible 
approaches in the hotel business.  
We have chosen to conduct this case study, because there is a lack of data to support the claims 
proposed by Porter and Kramer that CSV can bridge the gap between profit maximization and ethical 
business conduct. In the terminology of Yin, this case is to a high degree critical in nature (Yin, 1994: 
47), as it serves to challenge the theory of CSV and the “theory’s propositions are correct or whether 
some alternative set of explanations might be more relevant” (Yin, 1994: 47). While it does seem 
premature to refer to the case as being unique (Yin, 1994: 47), the hotel chain is markedly different 
from other hotels, as the socially and environmentally responsible approach has been an element 
from the start of the business.   
Therefore the aim has been to focus on one franchise solely, and to work in depth with our findings 
with regards to their business. Had we chosen another hotel, we would have undoubtedly reached 
different conclusions. The relatively small size of the Guldsmeden hotel chain, in comparison with for 
example the larger hotel chains like Scandic or Intercontinental, who have also undertaken a variety 
of different social and environmental initiatives, does however provide us with a fairly concentrated 
                                                          
11
 The latest one, for 2012, can be found in the following link: 
http://guldsmedenhotels.com/Home/Sustainability%20Management%20Plan%20Guldsmeden%20Hotels.pdf 
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pool of data, that facilitates an in-depth examination of our case. While there are differences among 
the different hotels in the Guldsmeden chain, they are all of fairly small size, and do resemble each 
other closely, making comparisons between the different components of the chain easier.  
The secondary data is mainly collected from desk research on the Internet, as well as from Roskilde 
University's library database. This secondary data is composed of professional and scholarly articles or 
reports, to gain theoretical knowledge of the topic, as well as annual/sustainability reports, company 
website and other company-related communications, to measure and evaluate both the economical 
and societal impact of implementing different initiatives such as Creating Shared Value (CSV) and 
Corporate Social Responsibility (CSR). This data used in the research will be more qualitative than 
quantitative, so as to understand the processes of value creation involved in the different concepts. 
At the same time, a section to analyse the economic impacts both from the company's and the 
community's point of view will necessarily have a strong quantitative support. The task of enquiry is 
mainly explorative, to “understand the phenomenon and shed light on the complex situation” (Bitsch 
and Pedersen, 2011: 186). 
While the qualitative data gathered from the interview sheds light on the motivations, obstacles and 
value creation of the hotels implementation of social and environmental initiatives, we have also 
chosen to include the consumer perception of the hotel and their actions. As the consumers play a 
vital part in keeping the hotel profitable, their views and perceptions of the hotels initiatives, are 
important to ensure the long term success of these initiatives. However, we have chosen not to 
conduct surveys, given the limited time and resource at our disposal. Instead, we use secondary data 
obtained from the website Tripadvisor (www.tripadvisor.com). This allows us to obtain data from 
more informants than would otherwise have been possible12, as well as it limits the risk of having less 
than truthful replies, as it is our assessment that the informants are more inclined to be frank when 
communicating to other possible guests, than to us as researchers. We have divided the informants 
into five categories: Those that gave the hotel a rating of 5 stars, those that gave the hotel a rating of 
4 stars, and so on, down to the informants that gave the hotel a rating of 1 star. We have then read 
                                                          
12
 Pr. 12/12/2013 there were 628 reviews of Hotel Axel on Tripadvisor 
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the reviews, and quantified how many informants in each category mentioned the hotels approach to 
sustainability as positive, negative, and how many informants there were who did not mention 
sustainability at all in there review. Likewise we have done the same with regards to the social 
initiatives of the hotel.  
This helps us to assess how sustainability and social initiatives adds value to the consumer perception 
of the hotel.  
1.8. Validity and reliability    
Having chosen the perspectivist angle for the research entails analysing different contexts of shared 
value creation at the micro-level13, which in their own way is unique. This is also why we have chosen 
to select a single case company, to allow us in the time available to us, to obtain a deeper 
understanding of the case, in order to see the potential of CSV to give to the company a growth in 
profitability and total value creation. In other words, for this project, external validity is no longer a 
matter of statistical consistency of results, or of being able to replicate this project’s results if other 
cases would be analysed, neither of a generalization of the findings. It is rather a matter of working 
with the internal validity so that the individual findings are the mirror reality as close as possible 
(Bitsch & Pedersen, 2011: 186).  
At the same time, we are aware that the internal validity can easily be affected by mistakes made in 
the way of analysing the collected data. For this reason, to assure a valid data analysis, some steps will 
be taken: making sure that the interpretation stands on a good theoretical back-up; being critical to 
our own approach to the analysis; and checking/discovering validity issues along the way in the report 
by doing partial conclusions and reflections on the findings, which allow seeing whether the sub-
question has been answered. 
The reliability and validity are also dependent on the data collected itself. In that respect, we are 
aware that because of the limited available data about concepts like CSV or Blended Value, we might 
                                                          
13
 Situationism - context and action are analysed on the micro level where action occurs.  (Bitsch and Pedersen, 2011: 171)  
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become dependent on the primary authors’ points of view. Furthermore, the informants from 
Guldsmeden hotel can, to some extent, be reluctant to fully and honestly disclose data about their 
implementation of CSR/CSV, especially in the case of negative experiences. Similarly, as it is a 
commercial enterprise they are interested in showing the best impression of the chain on their 
website. The fact that the company is subject to continuous third party auditing through Green Globe 
and the Danish ministry of food and agriculture, does however limit the risk of using data that is not 
correct. 
It is difficult to account for the reliability of our secondary data from Tripadvisor, as there might be a 
range of factors that determine whether or not a certain guest decides to write a review or not. Firstly 
it requires the guest to invest at least some time and effort into writing the review, and secondly, as it 
is a digital medium, some customers might be less inclined to use it than others. There were 628 
reviews of hotel Axel on the website, at the time of our analysis, and some of these were not written 
in English, which means we have had to disregard those. It is unlikely that these reviews are 
representative for the attitudes of all the customers at hotel Axel (One of the Guldsmeden Hotels in 
Copenhagen). But as the aim was first and foremost to see how social and environmental initiatives 
add perceived value to the hotel and its customers, we have used the data accordingly, and not, for 
example, as a representation of how many of the customers at the hotel were satisfied with their 
stay.  
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2. Guldsmeden Hotels – Company Description14 
 
The business of Guldsmeden Hotels started in 1999, when Sandra and Marc Weinert opened the first 
hotel in Århus, which included 15 rooms in total. The name “Guldsmeden” (“dragon fly”) comes from 
the street where the first hotel was opened, Guldsmedgade. It encompasses 7 properties in total:  4 
hotels in Copenhagen, 1 hotel in Aarhus, 1 hotel in Oslo, 1 villa in France, plus a rented villa in Bali, 
with approximately 100 employees. 
Besides adopting a Bali style in the design of all its hotels, the hotel group entered the eco-tourism 
industry right from its establishment, by operating with “dedicated guidelines within sustainability 
and ecology”. On one hand, the four Guldsmeden hotels in Denmark are the only ones that have 
attained the Green Globe certification for sustainable tourism in the country. Green Globe audits its 
members once a year, and demands a 5% improvement on a given area. On the other hand, all 
Guldsmeden hotels have achieved the official Danish Gold Ø-label, signifying above 90% organic food 
– actual percentage is approximately 98%, as the company informs.  
Even though a small hotel chain, the Guldsmeden Hotels pursue to integrate sustainability in all the 
activities of their business. Their initiatives range from rehabilitating the building by using as much of 
its initial structure as possible to reduce waste; reducing energy and water use; reducing food waste 
through their programme called “Love food, hate waste”; using renewable resources and materials; 
working only with suppliers who are organic and/or fair trade; using eco-friendly products in their 
services, etc. 
The hotel group aims for being part of the higher class of hotels that does not compete on price but 
rather through its selective design and business concept. 
 
                                                          
14
 Information retrieved from the company’s website (www.guldsmedenhotels.com), as well as from the interview 
conducted with the hotel’s director, Sandra Weinart, and Marketing and PR coordinator, Kirsten Aggerborg (see Appendix 
1 for full transcripts of the interview).  
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3. What is value and how measurable is it? 
 
As mentioned before, the concept of value is not just a very abstract one and difficult to define, but 
also one that is difficult to categorize as it is very situational dependent. Therefore, in order to be able 
to have a broad enough understanding of the overall value returns a company can attain through CSV 
initiatives, we find it also relevant to look into what does the concept of value entails in different 
contexts, as well as how can a company account or measure its total value creation. 
As defined by The English Oxford Dictionary, value is “the importance, worth or usefulness of 
something”15. The concept of value has led, and is indeed the basis of, some of our oldest 
philosophical discussions, and value, or lack thereof, has an enormous impact on the daily lives of 
every single person on the planet. For all the different discussions on the subject, the concept of value 
does however continue to be an elusive concept. 
When answering the question of what value is, we can identify two different epistemological stances: 
absolutism and relativism. With an absolutist perspective, “values are fixed and universally valid for all 
times” (Prescott Johnson16), whereas a relativistic perspective considers values to “have no existence 
except as psychological and sociological facts, altering as individuals and societies undergo change” 
(Prescott Johnson). As the same author argues, there is a growing tendency to consider value to be 
relative since it is personal and subjective, but at the same time we have created benchmarks such as 
money, to be able to give a value to objects. 
Another division can be drawn between tangible and intangible value. Tangible values are something 
you can touch or measure, and therefore compare, such as physical assets with monetary value, 
whilst intangible values are more abstract, such as ideas, knowledge and innovation. We can divide 
value into many categories, and value can signify completely different things for different people. 
When looking at a case study such as ours, there are many stakeholders that have entirely different 
                                                          
15
 http://www.oxforddictionaries.com/definition/english/value?q=value 
16
 http://department.monm.edu/history/faculty_forum/Johnson_what_is_value.htm 
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ideas of what value can be said to be, such as the government, company shareholders or the 
customers. 
Given these difficulties in defining the concept of value, we have chosen to delineate three different 
types of value: social, environmental and financial value.  
These three categories function as working tools, but will always be abstractions, that are the result of 
the human construction, in this event, ours. In reality though, these three concepts are inherently 
intertwined, to such a point that they cannot be separated without some loss of meaning. An example 
might help illustrate this point: the cement production in a limestone quarry vastly pollutes the air 
and the nature around, thus negatively impacting the environment. Subsequently, it also affects the 
health of the people living close to the polluted area. 
Any construction will have deficiencies when used to explain real life phenomena. Likewise others 
have tried to explain environmental value as a subset of social value, and others yet have tried to give 
social and environmental value a concrete monetary value (Wood and Leighton, 2010). The difficulties 
in examining a problem area with such complex interdependence will be the plight of any researcher 
examining the field. It does however seem apparent that if any sense is to be made of the concept, a 
division is necessary. The role of the researcher is then to minimize the degree to which the 
categories overlap, and to be aware that these categories are constructions, and should not be 
mistaken for the un-manipulated reality. These categories are however the most fitting illustration we 
can construct.  
In the following chapter we will outline our interpretation of the three categories: social, 
environmental and financial value, which will be further taken on when analysing the case of 
Guldsmeden Hotel. 
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3.1. Social Value 
Social value has “no single authoritative definition” and “refers to wider non-financial impacts of 
programmes, organisations and interventions, including the well-being of individuals and 
communities” (Wood and Leighton, 2010). We define social value as any impact that directly 
influences the living standards, opportunities and general wellbeing of humans.  
Social value is mostly intangible, and is difficult to define because there are differences in opinion as 
to what the concept entails amongst different people. It is very dependent on a range of variables 
such as geographical position, culture, wealth of the community etc. Furthermore, it can depend on 
personal interests and priorities. This distinction is the basis for any democracy, as people are 
prompted to vote for the representatives that they feel can translate their values and wishes to 
concrete political reality.   
As social value is such an arbitrary concept, it is necessary to define in which ways it is reasonable to 
asses that a given firm can have an impact. This structure is also in accordance with Porter and 
Kramer’s proposed structure for choosing CSV activities based on the possibilities of the individual 
initiative to provide a social impact (Porter and Kramer, 2011: 15; Wood and Leighton, 2010: 10), as it 
would help to delineate which areas a given firm might be able to achieve the highest possible social 
impact. 
In reference to our case study, it might, for instance, be more relevant to discuss how Axel 
Guldsmeden might impact the local community of Vesterbro, than, for example, the illegal trade of 
blood diamonds from Africa.  
In a recent report, Neumark et. al. (2012: 12) developed a range of parameters that were used to 
define the social impact of stores in the retail industry, mostly focused on their opportunities to 
strengthen relationships between citizens of local communities. Inspired by the Carbon Footprint, a 
way to define metrics for individuals and companies impact on the environment, they coined this 
approach, the Community Footprint. This approach is grounded in the possibilities and limitations of 
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the industry, and serves as a roadmap for how we might conceive the ways in which retailers can 
impact society.  
Using this as the starting point, we will later return to the question of whether these areas for 
opportune social impact can be generalized to the hospitality industry in general.  
3.2. Environmental value 
“All business, all economies, all living and man-made systems depend on nature” 
(Larkin, 2013: 4) 
Like social value, environmental value is a difficult concept to define. While we are now experiencing 
some of the direct effects of climate change, such as an increase in severe storms, flooding and 
warmer temperatures, it is difficult, if not impossible, to establish a link between individual actions, 
and the continuation of global environmental issues. The scale is so grand that, while we as 
individuals are learning to be environmentally responsible, it is difficult to make the effects of our 
individual actions tangible.  
When dealing with environmental value, it is necessary to distinguish between initiatives that lessen 
the negative environmental impact of a given action, and initiatives that have a positive 
environmental impact. Staying in a hotel will inevitably put a strain on the environment, no matter 
how eco-friendly the given establishment is, as at least some energy and water usage is required for 
the hotel to be functional. Energy usage is an inherent consequence of doing business, and indeed 
living anywhere in the developed world. 
The same intangibility applies to the actions of firms. Take the example of CO2 emissions: while the 
scale might be relatively larger, when looking at the CO2 emissions of private enterprises compared to 
individuals, the amount of CO2 released in the atmosphere globally is so mind-bogglingly huge, that 
the impact of a given firm is difficult to define precisely. But there is an impact nonetheless, and 
defining the criteria for what can be said to be environmental value is an important first step. We 
define environmental value as a derivative of any impact that directly influences all living and non-
living things on earth, excluding humans (as that becomes social value). 
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As the actions of a given firm have an impact for stakeholders globally, the backlash of not being 
environmentally responsible is not confined to the single firm in question. “No industry is local 
anymore *…+ And as important, no industry impact is limited to its present-day activities” (Larkin, 
2013: 12). 
Changing the scope from global issues of global warming, to national and local environmental issues 
can however help to reconceive our own individual role in the preservation of our environment, and 
likewise the possible impact of a given firm.  
There are some inherent difficulties in assessing the impact of our case study in the different arenas 
of sustainability (global/local impact), but as the aim of our analysis is to identify the ways in which 
the initiatives add value to their value chain, we will primarily focus on the initiatives that directly 
influences the value chain of Guldsmeden Hotels. It is however important to emphasize that 
Guldsmeden Hotels do not assert any real control on the environment they are working in, as there 
are so many other actors whose actions they have no control over, and whom might have a negative 
environmental impact, that influences the value chain of Guldsmeden Hotels as well.  
Therefore, using the same approach as detailed in the paragraph regarding social value, we will 
primarily go into depth with their current initiatives, and the areas where Guldsmeden Hotels can be 
said to realistically be able to assert an influence on their environmental impact. Using the example 
from before, Guldsmeden Hotel’s has as little influence on, for example preservation of the 
Californian red wood trees, as they have on the trade in blood diamonds. While the effects of their 
actions are not limited to their own business, it remains to be seen whether their positive impact 
generates added value for their business. 
An analysis in relation to the chosen case company will be conducted later on in the project. 
  
26 
 
3.3. Financial Value 
Financial value is, like all other aspects of value, dependent on the point of view. Financial value has 
different meanings for different stakeholders, such as the buyer and the seller in a transaction. For 
the buyer, financial value is first and foremost the price that is sacrificed to obtain a certain product or 
service with a perceived higher value for the buyer, but other factors apply as well: “Time costs, 
search costs, and psychic costs all enter either explicitly or implicitly into the consumer's perception of 
sacrifice. If consumers cannot find products on the shelf, or if they must travel distances to buy them, a 
sacrifice has been made. If consumers must expend effort to assemble durable products or time to 
prepare packaged goods, and if this time and effort does not provide satisfaction to the consumer in 
the form of recreation or a hobby, a sacrifice has been made.” (Zeithaml, 1988: 11) 
The events leading to a transaction are far more complicated than a mere objective comparison 
between sacrificed price and obtained value. As Zetihaml emphasises, the given quality of a given 
product is based on the perception of the consumer, and not the objective quality of the product (if 
such a thing even exists) (Zeithaml, 1988: 5). This perceived quality is constructed through a range of 
tangible and intangible, or intrinsic and extrinsic, in the terminology of Zeithaml, clues that guide the 
consumer. Intrinsic clues are the physical components that are inseparable from the product itself, 
without which the product would be altered.  
In the case of a hotel room, such clues might be the quality of the furniture, size of the room, etc. 
Extrinsic clues are the properties that add further value to a given product. This might include clues 
such as, brand, logo, price and advertisement (Zeithaml, 1988: 6). In the figure below, the different 
elements that comprise the abstractions of the consumer that predates a purchase are illustrated: 
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Figure 2: A means-end model, relating price, quality and value (Larkin, 1988) 
 
For the seller of goods and services much of the same applies. Apart from the monetary sacrifice 
involved in manufacturing a certain good, there are a range of other sacrifices that are incurred in 
running a business, including wages for employees, taxes, fees, dividend on loans etc. While some of 
these costs can be leveraged through efficient management, other factors, such as taxes, lie wholly 
outside the control of given firm.  
Therefore the task of any profit-orientated manager is to ensure that the product has a high enough 
perceived value, that consumers are prompted to engage in a transaction.  
But how do environmental and social initiatives add value when applying Zeithaml’s figure? Firstly 
initiatives which are financially self-sustaining in the long term (such as efficient energy usage) 
obviously widens the gap between the financial sacrifice of Guldsmeden Hotels and the financial 
sacrifice of the consumers, increasing the profit margins. Secondly, it does however seem likely that 
such initiatives might also increase the perceived value of the service itself, further increasing profit 
margins. This is however entirely dependent on the consumers, and as Zeithaml emphasizes, 
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“Managers' views [on what is important to consumers] may differ considerably from consumers' or 
users' views” (Zeithaml, 1988: 5).  
In the analysis we will look deeper into how Guldsmeden Hotels use social and environmental 
initiatives to add value to their business.  
3.4. Measuring Value 
While defining the concept of value might be perceived as a difficult mission, measuring different 
types of corporate value returns that are of a qualitative nature is seen as a “daunting task” (Chen 
and Delmas, 2010:3). The reason comes from the fact that “it covers a broad range of economic, social, 
and environmental impacts caused by business operations and thus requires multiple metrics to fully 
cover its scope” (Gond and Crane, 2010).  
Importance of measuring corporate overall performance  
Many scholars and managers would claim that companies should not focus on increasing and/or 
measuring their societal/environmental impact at all, but rather focus solely on their main goal - 
profit maximization: “a corporation’s social responsibility is to make a profit” (Milton Freedman, 
1962/1970); “the only responsibility of a business is to its shareholders” (Locke, 1996). However, John 
Elkington (1997) challenges these views by arguing that accounting for the non-economic value 
returns actually improves the social and environmental performance of the company17, which 
subsequently increases its profitability. Moreover, he points out that a company should not simply be 
responsible towards society and environment, but also try to improve its social and environmental 
bottom lines. Pfitzer, Bockstette and Stamp, (2013:5) develop this idea further by stating that 
“companies seeking to deliver scalable social and business benefits need to be able to monitor their 
progress”. Whether or not there actually exists a link between the corporate social performance (CSP) 
and the corporate financial performance (CFP) has been the subject of countless and continuing 
                                                          
17
 From the principle that what you measure is what you get, because what you measure is what you are likely to pay 
attention to (The Economist- http://www.economist.com/node/14301663) 
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debates: Freedman & Jaggi (1982), McGuire, Sundgren, Schneeweis (1988), Waddock and Graves 
(1994), Orlitzky, Schmidt, Rynes (2003), just to name a few.  Griffin & Mahon (1997) came to the 
conclusion that “no definitive consensus exists” because of the variations of methodology, industries, 
control variables, stakeholder groups, and measures of both CSP and CFP that were used in those 
researches. 
Nevertheless, there has in recent years been an increasing recognition of how externalities18 can 
inflict costs19 on the firms, and that by not accounting for them, companies disregard a potential for 
increased productivity, while also putting the firm at the risk of diminished value returns (Porter and 
Kramer, 2011: 8; Samuelson and Nordhaus, 1998).  
Difficulties in measuring non-economical value  
As discussed in the beginning of this chapter, there are “multiple dimensions of value” (Emerson, 2003: 
41). Taking the social and environmental values in consideration, besides the financial ones, require a 
different language to quantify them, and therefore a great variety of metrics to be able to cover the 
full picture. Secondly, Norman and McDonald (2004) emphasize the idea that the non-economical 
dimensions (social and environmental) are difficult to measure, especially since some of them are of a 
rather qualitative, intangible nature. According to them, finding a common scale for all indicators, 
such as monetizing all three bottom lines, can be quite a challenge, considering how problematic it 
can be to calculate, for example, the currency value of company reputation, employee motivation, the 
value in time of a planted forest, or an accidental oil spill in the sea at a large-scale. Moreover, it is not 
only difficult to put in a succinct shape (such as number) the worth of some value return, but also to 
actually make a calculation or total of all social or environmental values created by, f.ex Guldsmeden 
Hotel. Can the different values be compared and summed up together? These problems of measuring 
were also observed by many other researchers (Carroll, 1999; Graves and Waddock, 1994; Wokutch 
and McKinney 1991). 
                                                          
18
 social costs raised by firms, that they do not have to bear 
19
 Such as wasted energy or resources, costly accidents, training of employees to compensate for insufficient educations 
and skills etc. 
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Moreover, when referring to metrics, it is also necessary to consider a time-frame for the 
measurements. This can again be difficult to establish precisely in relation to social or environmental 
value creation, because the value created can change from year to year, and it might not be possible 
to predict a finite time frame for the firm’s impact. We could even ask ourselves if the impact ever 
stops to evolve in time, or is it in fact infinite. Estimating a long-term value impact and bringing it to 
present values can again be a delicate task because many variables can come into play to make 
initiatives that were at first thought to be positive, negative depending on the time frame applied. 
Furthermore, different stakeholders can have conflicting opinions with regards to when an indicator is 
evaluated as positive/negative, high/low, or more/less important. The situation seems to be very 
context dependent. As Chen & Delmas (2010:3) stated, “These types of approaches would seem 
appropriate when the weights are exogenously given. *…+ However, for managers who face a variety 
of stakeholder pressures, the choice of weights is more ambiguous”. 
Having said this, can the social and environmental performance of Guldsmeden Hotels be measured 
at all? 
Attempts at measuring non-economical value 
Means of measuring financial performance have been well explored, defined and applied for decades, 
such as Return on Investment, Return on Sales etc, and many of these concepts are internationally 
acknowledged20. There have been many attempts to define metrics or frameworks for measuring 
social and environmental value returns: Triple Bottom Line (Elkington, 1997), Balance Scorecard 
(Kaplan, 1999), Social Return on Investment or Blended Value Framework (Emerson et all, 
1996/2000), Dow Jones Sustainability World Index, ISO standards, Global Reporting Initiative (GRI), 
Sustainability Accounting Standards Board, International Integrated Reporting Council, Social Return 
on Investment (SROI) and many others.  
                                                          
20
 The International Accounting Standards Board (IASB) managed a harmonization of the accounting principles through its 
International Financial Reporting Standards (IFRS) - http://www.ifrs.org/The-organisation/Pages/IFRS-Foundation-and-the-
IASB.aspx 
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Samuelson and Nordhaus suggest that the societal and environmental value of corporate initiatives 
can best be evaluated when both the costs and benefits that accrue to the business, and the positive 
and negative externalities that accrue to the broader community are taken into account (1998: 745). 
Pfitzer, Bockstette and Stamp, on the other hand, by observing the practices of major corporations, 
stated that “companies seeking to deliver scalable social and business benefits need to be able to 
monitor their progress”. In connection to that, they have suggested a process with different phases: 
estimating how a degree of social environmental change can benefit the company by increased sales 
or reduced costs; monitoring progress through the business plan and defined metrics; measuring the 
shared value produced (2013: 5-7). Nonetheless, these attempts at defining an approach to monitor 
their progress are still on a very cursory basis, and do not give any concrete examples of what metrics 
should be used, how to differentiate them, and how they should be scaled.  
No universal system has as of yet been developed, in a similar way that it happened with the financial 
value returns, though there exists many approaches to the concepts. These concepts are still being 
developed, some resting on a conceptual level, which does not yet provide concrete implementable 
solutions of how managers can integrate them into their business model. In the words of Dona Wood, 
“conceptual developments have not been systematically integrated with one another, but usually have 
been treated as free standing, implicitly competing ideas” (Wood, 1991). Jed Emerson further states 
that current metrics are insufficient to cover all three types of value simply because people have not 
committed themselves enough to create new words and numbers that would express what is desired 
to be measured (2003: 41). “The challenge of the future is that of building a new framework for a 
lexicon of valuation” (Emerson, 2003: 41).  
Conclusion 
 “Businesses are not responsible for solving all social problems. They are, however, responsible for 
solving problems that they have caused, and they are responsible for helping to solve problems and 
social issues related to their business operations and interests. [….] Social responsibilities should be 
relevant to the firm’s interests, operations and actions” (Wood, 1991). This in a way highlights the role 
of top managers, and their responsibility to link the goal of maximizing the shared value creation with 
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the need to track and measure the performance and to integrate this need into the business 
practices.  
With reference to the creating shared values, we can make the distinction between: financial value 
which we see as economic/monetary value for the company, environmental value which 
encompasses the impact on all living and non-living things on Earth apart from humans, and lastly, the 
social value, which looks at the life of humans. Even though we make this distinction, it seems that 
often the social and environmental impacts of a company are intertwined. However difficult it may 
seem, companies should try to define some indicators relevant for their activities. 
As we can see, finding metrics for the intangible societal and environmental impacts still poses a 
challenge for businesses. While the CO2 emissions of a factory can be measured, the degree of 
influence that these emissions have upon Earth’s global warming is rather difficult to be estimated. 
However, we argue that measuring the corporate social performance should not be abandoned by 
Guldsmeden Hotels just because of that. There are plenty of tangible value returns that are rather 
straight-forward: kg/tons of reduced waste, percentage of reduced energy consumption, number of 
children cured of some disease etc. Even though these might not be able to provide an overall view of 
the value created by the company, it can still account for the hotel’s performance in terms of society 
and environment. This can further help in reducing costs, increasing efficiency, productivity, 
competitiveness. A more detailed suggestion of how this measurement can be applied at Guldsmeden 
Hotels through an SROI analysis will be given in chapter 8, after the chosen case will be analysed. 
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4. What is CSV and how did the concept develop? 
 
Having now looked at value in general, we can now proceed to delving deeper into the concept of 
Creating Shared Value in order to get a background of what the concept entails, of how it developed 
and its similarity or not to the CSR concept. 
The multitude of different approaches to Social Responsibility (SR) in business, and particularly the 
work of Jed Emerson concerning the concept of “Blended Value”21 can be seen as a precursor for the 
work of Michael Porter and Mark Kramer. The two Harvard professors were the first to coin the term 
“strategic CSR” (2006), which they further developed into the idea of “Creating Shared Value” (2011). 
In the words of Porter and Kramer, CSV promises to “reinvent capitalism – and unleash a wave of 
innovation and growth”. 
 “Shared value is a management strategy focused on companies creating measurable 
business value by identifying and addressing social problems that intersect with their 
business. The shared value framework creates new opportunities for companies, civil society 
organizations, and governments to leverage the power of market-based competition in 
addressing social problems.” (FSG22) 
What the authors of the article suggest is what they call “a new way to achieve economic success”, “a 
way to create economic value while also creating value for the community (by addressing their needs 
and challenges)” (Porter and Kramer, 2011: 4).  
The starting point for Porter and Kramer were their observations that businesses have in recent years 
adopted a short-term view on value creation - looking to create immediate profits for shareholders. 
As a result of this, some of the most critical needs of society today, for example poverty, malnutrition, 
poor access to medicine and treatment, pollution etc, are neglected as firms do not see an immediate 
                                                          
21
 “Blended Value is simply a conceptual framework for advancing a vision of value creation which is not based upon a 
bifurcated understanding of the nature of value (either/or), but rather a unified, holistic understanding of value as 
“both/and,” integrated and non-divisible.” (Emerson). http://www.blendedvalue.org/framework/ 
22
 http://sharedvalue.org/about-shared-value, FSG (Foundation Strategy Group), a non-profit consulting firm specializing 
in strategy, evaluation, and research ,founded by Porter and Kramer 
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financial benefit of addressing these issues (Porter and Kramer, 2011: 4). Furthermore, Porter and 
Kramer suggest that companies can even grow at the cost of society, by overlooking the externalities 
incurred in running their business. In essence it is possible for companies to subtract more value from 
society than is given back through the provision of jobs, and paying taxes, even though they comply 
with all the laws and regulations set by society. This creates a social and environmental deficit that is 
not sustainable, as a healthy society needs successful companies and vice versa (Porter and Kramer, 
2006: 9-10). Because of this interdependence between the society and business, they argue that 
“without a careful process for identifying evolving social effects of tomorrow, firms may risk their own 
survival”. A need arises for companies to account also for their social and environmental impact. 
While the idea of firm’s addressing societal and environmental problems that face society and the 
world as whole, is not new, there is a degree of novelty to the concept. Unlike previous approaches to 
SR that have mainly revolved around philanthropic initiatives that are a direct cost for a given firm 
(Porter and Kramer, 2006: 9), the CSV strategy dictates that SR initiatives should be seen as 
investments. While philanthropic initiatives, advocated amongst other by Carroll (1979), can to some 
extent provide reciprocal value through heightened goodwill amongst consumers, and act as a 
defence towards negative backlash of not being socially responsible, these effects are very indirect. 
Also, as there is no sure way of ensuring that the philanthropic initiatives will result in higher 
consumer awareness, brand value or consumer loyalty, there still exists the very real risk that these 
initiatives will ultimately bring less value for the firm than is being invested. The lack of assurance that 
these philanthropic initiatives will translate into a direct business benefit can ultimately mean that, 
“CSR programs [are] on shaky ground, liable to be dislodged by a change of management or a swing in 
the business cycle” (Porter and Kramer, 2006: 9). 
Apart from the argument that a good reputation generated through CSR activities might act as a 
defence towards negative consumer reception, Porter and Kramer refer to three main arguments in 
favour of CSR that are raised by the proponents of the concept. The other three are moral obligations, 
license to operate and sustainability (Porter and Kramer, 2006: 5).  
36 
 
Every business needs a license to operate, which is a tacit or formal recognition from society or 
government that the actions of the business are not in conflict with society. Secondly, a business 
should be sustainable, in the sense that the needs of the present should not compromise the needs of 
future generations. Lastly, a business should adhere to their moral obligations, and strive to operate 
without violating the ethics of their stakeholders (Porter and Kramer, 2006: 6). While these 
arguments do provide us with an answer to how firms could be socially responsible, it does not 
provide an adequate answer to why they should choose to do so. Apart from the concept of 
reputation, these arguments do not add value to the firm’s aim of maximizing profits. While it might 
be in correlation with their moral and environmental obligations, a given firm might choose to cut 
their CO2 emissions, but as the benefit derived from this is so intangible, and only abstractly related to 
the firm’s possibilities to increase their profits, the increased cost related with doing so, rests on 
purely altruistic motivations.  
We do acknowledge that CSR is much less a single concept, rather than it is a field of study, covering a 
multitude of different definitions, some of which seek to mend the schism between profitability and 
SR. But as the aim of this project has not been to map the many different approaches to CSV, we have 
chosen the definition put forward by Porter and Kramer, as it is this definition that they juxtapose 
their theory with. While it could be argued that they have an interest in depicting CSR in a negative 
way, the main point remains, that there is no decisive argument to conduct CSR, if one is only 
concerned with maximizing profits.  
To make a differentiation between CSV and CSR, Porter and Kramer (2011: 16) have made of list of 
the main criteria that set the two concepts apart, which can be seen below. CSV differs from this 
approach, as the initiatives undertaken should be long-term profit-oriented, while still retaining the 
benefits of the philanthropic approach. Ensuring that SR initiative can be economically sustainable, 
however long term the prospects might be, risks and uncertainties can be diminished, which greatly 
increases the incentive for firms to be socially responsible. 
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Figure 3: Differences between CSV and CSR, as seen by Michael Porter and Mark Kramer 
 
Porter and Kramer argue that, given the nature of CSR, the concept will always lie at the periphery of 
a commercial enterprise, while CSV should and could be embedded into every aspect of the firm. 
Ideally it should alter the value chain entirely, bringing the shared value approach into every aspect of 
the firm.  
Porter and Kramer have identified three opportunities for Creating Shared Value (Porter and Kramer, 
2011: 7-15): 
- By reconceiving products and markets (redesigning products to link them with societal needs, 
or approaching markets never entered before from disadvantaged communities); 
- By redefining productivity in the value chain (redesigning it in a sustainable way by looking at 
for example energy use, resource use, procurement/distribution, location); 
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- By enabling local cluster23 development (suppliers, infrastructure, service providers etc). 
It could be done, for example, by helping farmers to increase their efficiency, yield and product 
quality through the use of fertilizers, plant protection, irrigation, micro loans, while in return 
benefiting from either a higher quality or quantity of supplies. Another way can be addressing 
markets from developing countries which have not been seen before as profitable markets for many 
firms, traditionally focusing more on the developed world. Their huge needs can become great 
opportunities for growth. Porter and Kramer give many examples of companies that have 
implemented CSV successfully, including, such as GE, Nestle, Wal-Mart, Unilever and many more.  
For this project, we have found it useful to establish some criteria, to help distinguish whether the 
initiatives that are being undertaken by our case company, Guldsmeden Hotels, can be classified as 
CSV, or whether they should be classified as CSR. 
We will regard any initiative as being CSV if: 
 It can be profitable, if given enough time 
 It has a positive social or environmental impact 
 It is not disconnected from the core business itself  
Notice that this definition also applies to initiatives that do not use the terminology of CSV. While 
Porter and Kramer stress that new initiatives should be judged by a strategic standpoint with regards 
to which initiatives can bring the most added value, we regard this as an ideal prescription of how the 
approach can best be applied, but not as a prerequisite for doing basic CSV. We do this because we 
are interested first and foremost in the actions of our case company, and only secondly in the wording 
they use to describe their actions. 
As this is a new concept, managers might not yet know the term, even though they, in practise, are 
pursuing a CSV approach. This definition also has the adverse effect that mere words are not enough 
for an initiative to qualify as being CSV. 
                                                          
23
 Clusters are geographic concentrations of interconnected companies, specialized suppliers service providers, firms in 
related industries, and associated institutions. 
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A point of critique that might be raised with this definition is that it also includes commonsensical 
decisions to, for example, lower energy expenditures if possible. But while these initiatives differ 
tremendously in scale from the more elaborate examples paraphrased in Porter and Kramer’s articles, 
the same basic mechanics apply. 
This is an important point that helps to emphasize that initiatives do not have to be conceived in the 
boardrooms of global firms to have a positive impact. It also dramatically expands the pool of firms 
that can be said to be implementing CSV to some extent.  
Points of criticism for the CSV concept 
With the many promises of CSV proposed by Porter and Kramer, it does however seem prudent to ask 
the question, why so many firms still adhere to CSR as their preferred approach to SR, if CSV can 
provide an even better value return? Is it just a matter time before all companies will shift their 
initiatives to the CSV approach, can it really provide the radical alteration it promises, or is it merely a 
trend in the field of SR, supported by firms who wish to strengthen their brand? In the following we 
will examine some of the points of critique that have been raised in the debate about CSV. 
Firstly, as it is a fairly new concept, there is as of yet little evidence to support the claim by Porter and 
Kramer, that it cannot be implemented into every aspect of the value chain. As their attention has 
primarily been focused on large, global firms, the possibilities for SMEs to implement CSV have not 
been fully explored. In fact, SMEs constitute 99% of all businesses in EU (more than 20 million in 
numbers) and are a key driver for economic growth, innovation, employment and social integration24. 
This brings about the importance of looking also at the potential these small firms have to create 
shared value. 
We do however acknowledge that finding and choosing the right investment to make, that will be 
profitable as well as socially and environmentally responsible, is in all likelihood an easier task in large 
firms with access to specialists, as opposed to small firms with only a handful of employees. 
                                                          
24
 According to the European Commission Enterprise and Industry: 
http://ec.europa.eu/enterprise/policies/sme/index_en.htm 
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Secondly, Porter and Kramer, as well as predecessors (Emerson, Elkington) support the idea of having 
the social mission embedded in the company’s overall mission to maximize its returns. However, 
Emsley (2003) argues that a company cannot efficiently run on multiple goals because it risks a 
mission drift. This is because managers tend to become overly tensed in their responsibilities and 
overall company performance can decrease. Moreover, he argues that due to macro-economic, 
industry and company pressures, in time the company can undermine its social mission and re-focus 
solely on the economic one. Whether that can apply to Guldsmeden Hotels, it remains to be 
discussed. 
Porter and Kramer emphasize that firms should develop metrics to measure their impact, so the best 
possible initiative might be chosen out of several options that are mutually exclusive. But the question 
as to how this should be measured remains largely unanswered, as we have seen in the previous 
chapter. This is indeed a difficult task, as it is dependent on knowledge of who might be affected by 
the actions of a given firm. Furthermore, how can actions that have a positive impact on some 
stakeholders, but a negative impact on others, be measured? As we are barred from such insight, any 
choice would always rely on estimates that, however informed, might be totally mistaken. This is the 
same point of critique that Milton Friedman raised with regards to CSR, that managers might be 
specialists in one field, that is of running their business, but because they are so specialized, they do 
not have the necessary insight in other problem areas to be able to a make an informed decision as to 
how money should be invested for the common good (Friedman, 1970).  
To make matters even more complicated, there is also the question of which time frame should be 
applied when evaluating concepts? Even if we assume that the immediate consequences of one’s 
actions might be made tangible, our ability to predict future implications is blurred as we expand the 
time scale we are evaluating the concept on.  
Last but not least, the most important question still remains to be answered: is it actually profitable to 
do CSV? The idea of profitability is the foundation and the premises for the entire theory, but there is 
surprisingly little data to support the claim that CSV is more profitable than previous approaches to 
SR.  
41 
 
As a summing up, we could say that CSV brings some improvement to the CSR concept by looking at 
initiatives that also bring economic returns for the company. In a way, that can be a motivator for the 
managers to pursue actions that are aimed at solving societal needs. Another differentiator can be 
that CSV tries to not leave its activities at the periphery of the business, but rather incorporate them 
fully in the business mission so that the value chain’s links are rethought in a sustainable way. 
What comes in the following is analysing the Guldsmeden Hotels case, so as to see what activities 
have they implemented, and to what extent can they be qualified as CSV or not.  
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5. Analysis 
 
 
In the following part comes the analysis of collected data. The chapter has been divided into several 
subsections that aim to investigate whether the social and environmental actions can be defined as 
Creating Shared Value. It is important to notice that for this very reason, we do not refer to CSV term 
as it would be premature to assume that the undertakings can be associated with CSV term before 
defining the final conclusion. ‘’Incentives’’ comes as the first subsection that elaborates on the 
motivation behind up taking different kinds of activities by Axel hotel. Secondly comes 
‘’implementation’’ that investigates the ways of implementing certain ideas into the vision of the 
hotel. This part is directly interlinked with ‘’obstacles’’ that are in the way of implementation of the 
projects. Last subchapter is about ‘’Value/benefits’’ within different segments that the mentioned 
activities can bring to the hotel, society and environment. 
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5.1. What are the incentives for “Guldsmeden” hotel to be socially 
responsible? 
 
An important aspect to consider for a better understanding a business, is which incentives have 
pushed them to be who they are and what has lead them to implement the initiatives that they have. 
Since we are dealing with a small company compared to the ones considered by Porter and Kramer, 
their resources such as time, people, money etc. are not even comparable. On one hand this limits 
the possibilities of tackling large societal and environmental needs such as malnutrition in China or 
illiteracy in Africa. This in turn undermines the profits that the company might be able to receive from 
such large initiatives. Therefore, during the interview, we discussed what the actual incentives were 
for Guldsmeden Hotels to initiate the activities they did. 
When opening their first hotel, the owners decided that it had to be eco-friendly because it is in their 
own nature. In their private life they are very environmentally conscious and curious because they 
think that “we just can't live without it” (Sandra, page 106). They “find it fun and interesting” (Kirsten, 
page 106) whilst at the same time doing something for the environment makes them feel that they 
are doing something good, and they feel helpful. Furthermore, they feel that they have to be part of 
the change for the better, instead of just donating money and being “absolved” or not having “to care 
about it anymore” (Kirsten, page 116). Their incentives to be sustainable come primarily from a 
personal desire to do more for the environment and their surroundings. 
According to our interviewees, sustainability is becoming a growing trend in the hotel industry, as 
more traditional conceptions of luxury are being outdated. (Kirsten and Sandra, page 105). The reason 
for this can be found in some customers being more conscientious about their health and 
environmental problems such as the climate change. After the climate conference, COP15, held in 
Copenhagen in 2009, the managers at Guldsmeden Hotels saw a tendency for businesses to become 
more “green”. This was a strong incentive for the hotels to become more environmentally friendly 
with the aim to differentiate themselves from other hotels. They did not “want to be like all the other 
greenwashers” (Kirsten, page 101) and felt that they were “already halfway there so we [Guldsmeden 
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Hotels] might as well go all the way” (Kirsten, page 101). Being eco-friendly “became a marketing 
parameter” (Kirsten, page 109) and they chose to gain some of the most demanding certificates to 
prove how environmentally driven they were. 
The choice fell upon Green Globe and the Danish Ø-mærke. Green Globe was preferred to other 
certifications because it is aimed for the hospitality industry, and it is very exacting but they “also 
really liked the name and the logo” (Kirsten, page 107). This shows how the marketing aspect was a 
strong incentive for them, and they found that the Green Globe communication was more effective 
and attractive for customers because it is easily understandable, and it makes people curious.  Being 
Green Globe certified has given the direction to many of the eco-initiatives that took place since 
becoming certified. The management at Guldsmeden Hotels is aware that being environmentally 
responsible “is the biggest selling point” (Sandra, page 111), it is their value proposition. They 
acknowledge that customers enjoy their green profile and that without it customers would not 
necessarily choose them. This pushes them to do even more and adds “another dimension” (Sandra, 
page 105) for the customers. From this we can see that the incentive for the certification was to 
market the hotel and get the customers more interested. This means that the purely financial aspect 
was not an incentive for the certifications, but more of a welcomed bonus that came later. 
Concerning the Children's Heart Foundation, they chose to donate money after discussions with a 
doctor who asked for their support. There was also a strong desire by the owners to help but, this 
initiative brings no financial value to the company. It is, as Michael Porter would describe it, “a 
redistribution approach.” (Porter and Kramer, 2011: 5) as some of the money the hotel made is given 
without an expected return. 
On the other hand, the anti-trafficking initiative started for many different reasons. One such reason 
was to improve the bad perception of their location due to the prostitutes and drug users or dealers, 
which lead to “many bad reviews, at the beginning, on Trip Advisor” (Kirsten, page 115). Another 
strong reason was their feeling that “if we [Guldsmeden hotels] don’t talk about it, it seems like we 
are accepting, so we started shouting out loud” (Kirsten, page 114). Furthermore, they wanted to 
somehow help the people on the streets improve their lives. It is hard to know which of these reasons 
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was the strongest in this case, but they opted to fight against it instead of running from it by, for 
example, moving hotel, which would have brought losses from the money invested on the hotel. 
Therefore the 'No More' campaign was pushed by a social aspect, as well as to try and create a better 
neighborhood in which the customers might feel more comfortable with. 
An initiative that is being planned it regards the youth unemployment and comes from an honest 
desire to help with the belief that everyone gains from it. As statistics from Denmark’s Statistikbank 
show, for Denmark there is forecasted a trend of aging population, meaning that the percent of 
people aged over 65 years has not only increased in the last years, but is expected to almost double 
by 2050 (See Appendix 3). This leaves a smaller proportion of people within the labour market to 
cover for their pensions and a critical need to shift unemployed into actually becoming employed. 
Therefore, through this initiative, the society gains more productive people that pay taxes, the young 
unemployed people gain from getting a job, and the hotel also, by having the wages partly subsidized 
by the local government. This shows a long-term thinking from the management at Guldsmeden 
Hotels who considers both social and financial value at the same time.  
Moving on, the financial aspect is very important for the business, the goal is profit maximization and 
the bottom line is in the DNA. As Kirsten points out, the entrepreneurial spirit of the owners pushes 
them to do better in every aspect, including the financial one. They are aware that they “can't.. not 
make money” and that they “need to stick to our [Guldsmeden Hotels'] budget” (Sandra and Kirsten, 
page 121). Therefore the need to focus on activities that also make money is inherent as they “have 
to be selective about what gives butter on the bread tomorrow” (Sandra, page 125).  
In conclusion, even though the profitability is an important aspect for the hotel, it was not, in the 
beginning, the main motivator for being socially and environmentally responsible. When asked 
whether they were forced to do less environmentally since the financial recession, they replied that 
they increased their efforts, but “not because we thought it would give us money” (Kirsten, page 129). 
Therefore, Guldsmeden Hotels contradicts the theory of Emsley (2013) saying that due to external 
constraints, the company can undermine its social mission, and refocus solely on the economical one. 
At the same time, this can be seen as a strong contrast to the “concept of shared value – which 
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focuses on the connections between social and economical progress” (Porter and Kramer, 2011: 5) 
Now that the management at Guldsmeden Hotels has seen the financial benefit from their initiatives, 
they are open to doing more.  
This can be seen as typical for the very entrepreneurial people, who are less rigid with proactively 
establishing concrete strategies and goals. They often follow the pattern of first developing tactics, 
then reflecting on what was positive or negative and building the strategy in light of their experience. 
It is what Argyris and Schon (1978) called Single Loop Learning. It also goes against the sayings of the 
Chinese philosopher Sun Tzu, much quoted by strategic planners: “Strategy without tactics is the 
slowest route to victory. Tactics without strategy is the noise before defeat.” It might, however, be an 
easier way to be approached by smaller companies who do not have as much to lose as large 
corporations, due to lower risks.  
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5.2. How does Guldsmeden’s business model align to social and 
environmental responsibility values? 
 
Now that we have seen what drives sustainability and the social initiatives at Guldsmeden Hotels, we 
will proceed with looking at the implementation process of these activities.  
In connection to this, Porter and Kramer (2006: 7) highlight the importance of “mapping the social 
impact of the value chain25” of a company, in order to “identify the positive and negative social 
impact” of its overall activities. They argue that by investigating its operational issues, a company can 
become aware of how it affects the environment and the society, and thus can clear out as many 
negative value-chain impacts as possible. 
The suggestion to use a value chain analysis comes naturally from the fact that Michael Porter was 
the one who first described the concept of a value chain (1985). However, we consider that a business 
model analysis (upon Hamel, 2000) provides a more holistic portrait of the company as it does not 
only look at the activities of the company, but also at its mission, core competencies, strategic assets, 
basis for differentiation, value networks etc., all aspects which we consider important in the CSV 
implementation. For this reason, in the following we will take the most relevant elements of the 
business model and analyse26 how they were aligned to the social and environmental responsibility 
values of Guldsmeden Hotels. This also means that the purpose of this analysis is not to portray the 
value creation in general, but rather in the terms of CSV: social, environmental and financial.  
 
  
                                                          
25
 The value chain is a business concept developed by Michael Porter in 1985 in his book “Competitive Advantage: Creating 
and Sustaining Superior Performance”. A value chain depicts all the activities a company engages in while doing business. 
26
 The analysis will mostly be based on information from the interview conducted with the company’s owner Sandra 
Weinart and marketing and PR coordinator Kirsten Aggerborg on 22nd November 2013. 
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Figure 4: Components of a business model (Hamel, 2000)27 
 
 
5.2.1. Core strategy 
Business mission depicts 
As Sandra Weinart, hotel owner, was explaining, in running the Guldsmeden Hotels, there are no 
formalized and written mission, vision, goals and values for the company, stated on website for any 
person to see, simply because they prefer to “live” the mission and not have it forgotten on a piece of 
paper in a drawer. This also applies for the social and environmental responsibility, which is not 
evidenced with clearly defined goals and values, or well established terms such as “Corporate Social 
Responsibility” or the like. Instead, they are guided by some headlined of importance for them, such 
as “good hostmanship”, “dedicated sustainability”, “Love food, hate waste!” etc.  
Academic literature disagrees with this kind of approach, by emphasizing the need to have written 
and communicated mission statements as a mean of giving direction for the company, informing the 
public and tracking performance (Hill and Gareth, 2008; Solomon, Marshall and Stuart, 2012). This 
idea is furthered by claims that a company should integrate the social and environmental perspective 
into the business mission (Porter and Kramer, 2006:10; Pfitzer, Bockstette and Stamp, 2013:4). 
However, it seemed to us that by being a small organization, with sustainability lying at the 
foundations of its corporate culture, it is easier for Guldsmeden Hotels to have the mission and values 
                                                          
27
 http://staehler.info/english/definitions.htm 
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shared among employees. Furthermore, their care for the environment is highlighted on the website 
in many different other ways, to inform stakeholders, but it can be arguable how easily findable and 
comprehensible they are.  
Product/Market scope 
Apart from its hospitality services, we could say that ecology is one of the scopes of Guldsmeden 
Hotels in the sense that they are determined to not go outside of this sphere: over 95% ecological 
food, furniture and own branded products made of natural and organic materials/ingredients, reuse 
of resources etc. Sustainability seems therefore to lie at the heart of the organization.  
Therefore, Guldsmeden Hotels would rather be on a “focus differentiation” type of competitive 
strategy (Porter, 1980), where they would not compete on price but rather on a niche level of 
differentiation through quality, design, innovativeness.  
Concerning the customers, as the two interviewees were informing, it is difficult to describe the 
profile of a typical customer at Guldsmeden Hotels, because it can be of any age, nationality, business 
and leisure travellers. However, they do admit that it “would not be the guest looking for a cheap 
stay” (Sandra, page 103), meaning that their price level is not affordable for all customer groups. The 
hotel rather targets guests with a certain interest in quality, ecology – value for money. 
Basis for differentiation 
Some key elements that would differentiate Guldsmeden Hotels from others would be in their Bali  
design together with the Green Globe and Golden Ø certifications, which also make them one of the 
most environmentally friendly hotels in Denmark, as mentioned before. What the two interviewees 
would also argue as differentiator would be their “good hostmanship” in trying to make the hotel feel 
like home for the guests, their relationship building with the guests and their innovativeness. Whether 
or not they succeed in that would require a competitor analysis, for instance, but that falls out of the 
scope of our project. 
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5.2.2. Strategic resources 
Strategic assets 
One of the clearest strategic assets of Guldsmeden Hotels is their Green Globe certification, which 
took a year to be obtained, followed by the Golden Ø label regulated by the Danish Ministry of Food 
& Agriculture. The latter certification required only 6 months because many of the processes needed 
were already in place from the previous accreditation. Obtaining the two certificates required 
meeting several standards (about 400 check points) in aspects such as energy, sources of food, 
recycling and reuse etc. One could argue that a small hotel chain has too little resources to meet such 
strict standards. However, comparing to a large hotel chain, the processes at Guldsmeden are less 
complex and thus easier to be managed. This builds a favourable setting to pursue environmental or 
social oriented initiatives.  Being the only hotels in Denmark Green Globe accredited is therefore an 
asset but the extent to which it influenced the customer perception and number of visitors is 
uncertain and could be the an investigation point in a customer survey, for example. 
Core competencies 
After having conducted the interview with Guldsmeden Hotels’ owner, we could highlight some core 
competencies of the hotel group: offering guests a distinctive design of their hotel, ability to procure 
and offer almost only ecological food in their restaurant, as well as ability to meet high standards of 
sustainable eco-tourism.  
Core processes 
Referring only to the environmental side, we have in the previous chapter discussed that the idea of 
sustainability lied at the very grounds of Guldsmeden Hotels since it was opened. This made the 
transition to attain the above mentioned certificates easier because there were fewer barriers. The 
fact that it required an annual 5% improvement on a chosen area assured that becoming even more 
sustainable is a continuous process and new initiatives would be brought from year to year. At the 
same time it forced them to not “leave any room for jumping over where it is easier” (Kirsten, page 
104). Their initiatives varied from small activities like “re-use every little piece if it possible”, “painting 
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a door instead of throwing it out and buying a new one”, repairing broken objects, buying machines 
that reduce waste, sorting waste - to greater projects such as using renewable energy, purchasing 
mostly organic food and beverages for their restaurant, reducing food waste through their 
programme called “Love food, hate waste”28, etc. 29 
At the same time, the hotel group has also involved in two social oriented initiatives. The first, 
deployed in 2007, was to have a bike rental and donate the money collected to the Children’s Heart 
Foundation, along with donating overnight stays for families on all school holidays. The second, from 
December 2009, concerned their involvement into the “No more!” campaign that fought human 
trafficking, prostitution and drug consume in the area where Axel Guldsmeden Hotel is located 
(Istedgade, close to the Central station in Copenhagen). Their involvement in the latter initiative 
consisted of a donation of 100.000 DKK and in displaying banners and posters with the campaign’s 
message.  
Another important process was creating an internal culture that is in line with their environmental 
and social responsibility, which meant informing the people (both employees and guests) and 
constantly reminding them of the hotel values. As one of the interviewees was saying, “talking about 
people it is more important to inform them to be sure that they know what way are we going” 
(Sandra, page 112). 
Measuring their performance is another process needed for maintaining their accreditation, and that 
is being done through the invoices received from the electricity, water, garbage companies.  
Some could again argue that many of the initiatives taken by Guldsmeden Hotel are on a very small 
scale and that their impact can be insignificant compared with the overall problem in the 
environment or society. Nonetheless, what we have remarked, especially in the case of the 
                                                          
28
 The programme proposes to reduce food waste by encouraging guests to take smaller portions and more often, 
providing food of high enough quality so as to not be thrown out, the programme slogan printed on kitchen staff’s T-shirts 
and on table napkins, re-use of food as much as possible etc. 
29
 A detailed list of environmental and social initiatives and highlights can be found in the company’s Sustainability 
Management Plan for 2012, on pages 5-7 
 http://guldsmedenhotels.com/Home/Sustainability%20Management%20Plan%20Guldsmeden%20Hotels.pdf 
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environmental activities, is that the hotel has looked in all its processes and tried, wherever possible, 
to make a change for the better. This goes very much in line with what Porter and Kramer (2011: 8-
11) called “redefining productivity in the value chain” - one of the steps suggested for approaching 
and implementing CSV into the business. The two professors claim that “reimagining value chains 
from the perspective of shared value will offer significant new ways to innovate and unlock economic 
value that most businesses have missed”. To what extent these initiatives offered a return for the 
society and the hotel itself, will be discussed in the following chapters of this project. 
5.2.3. Customer interface 
Fulfilment and support 
After the business grew and more hotels were opened, the owners found a necessity to franchise 
their business because they “don't believe that one person can take all the responsibility” (Sandra, 
page 99). This of course makes managing the hotel chain easier, but it also brings the risks of the 
franchisors to not fully align their hotels to the overall values and corporate culture, as well as that 
the environmental and social performance is not consistent throughout the hotels. 
Information and insight 
As Pfitzer, Bockstette and Stamp (2013:4) were suggesting, companies should track their 
environmental and social progress in order to be able to refine the activities for maximization of the 
shared value creation. From that point of view, it seems that Guldsmeden Hotels do account this 
progress to some extent, as a requirement from Green Globe and the Danish Ministry of Food and 
Agriculture. They do that through the invoices received, which allows them to measure and compare 
the resource use and waste. However, these measurements seem to be quite basic and only 
environmentally focused. Furthermore, through the interview we found lacking a historical analysis 
and evaluation of the end results that could provide us an image of how much the hotel improved or 
not, for example, from before obtaining the eco-accreditations. 
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Another source of information and novelty comes from the employees, suppliers, friends and others, 
since the owners of the hotel group see themselves as very open to new ideas of what further social 
or environmental initiatives they could implement. 
Relationship dynamics 
As deduced from the interview, Guldsmeden Hotels seems to be very keen on creating a relationship 
with the customers: “we do have a much higher rate of loyal guests than other hotels do. I think it is 
because we put our personality into the mix, not just our personality of Guldsmeden but also the 
personality of each employee because people are to be hosts in their own way” (Kirsten, page 106). 
The loyalty is achieved also through a loyalty programme in which returning customers can receive a 
10% discount. Nevertheless, it would also be interesting to know, possibly through a customer survey, 
to what extent the loyalty is driven by customer satisfaction and by their perception of the shared 
values created by the hotel.  
Pricing structure 
The general approach followed by Guldsmeden Hotels for pricing their services goes around what 
customers are willing to pay, or by “the value for money”, as the two interviewees were naming it. 
What is also important to be mentioned is that they are generally not hesitant about buying “the 
most expensive organic apple”, for instance. On one hand it comes from their own desire to provide 
high quality products and services to their guests, but also as a need to living up to the standards or 
their certifications. This of course increases the purchasing and operational costs greatly, but it also 
adds value to the overall service, making it more attractive for a certain class of customers that are 
willing to pay more for the added value. This also offers the advantage of the customers being less 
price-sensitive. 
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5.2.4. Value network 
Suppliers 
Guldsmeden’s suppliers also seem to play an important role in keeping the standards of sustainability. 
Firstly, we could mention Natur Frisk and other food suppliers, who provide them with the 95-98% 
organic food and beverages. Going for those companies that only supply organic and fair trade food 
has made it easier for them to attain a variety of products that live up to their standards. Secondly, 
their furniture suppliers from Bali that assure a consistent design and concept, that is at the same 
time sustainable. Not the least, we could mention the renewable energy suppliers that were selected 
during the process of obtaining the Green Globe certification. 
Partners 
In the process of creating value for the environment or the community there have been several 
partners that assisted them:  WST International to audit for Green Globe, Økologisk Landsforening for 
the Ø-label, with local authorities for the “No more!” campaign. What the managers were reluctant to 
do, was to hire a consultancy firm to aid them in becoming more sustainable, simply because they 
perceived the costs to be too high. To some extent, this goes in line with what Porter and Kramer 
suggested as another step for deploying CSV in the business practices: “enabling local cluster 
development”, which involves cooperation between different stakeholders for achieving the greatest 
shared value returns. 
 
Conclusion 
Having reached the end of the business model analysis, we can remark that the business of 
Guldsmeden Hotels has been born with a certain inclination towards sustainability, care for the 
environment and society, as well as quality services. Therefore, some of the social and environmental 
responsibility values have been there from the start, from the manager’s mindset. Over time, the 
social and environmental profile seems to have heightened through many initiatives taken, among 
57 
 
most important being the Green Globe and Golden Ø accreditations, the “No More” campaign and 
the donations to the Heart Foundation through the bike rental. The improvements were brought 
slowly, on a 5% improvement basis on selected areas, which were different from year to year. It 
seems that these improvements cover many areas of Porter’s value chain, and that the hotel has tried 
to apply them wherever possible throughout their activities. Working with suppliers that are organic 
and with partners for the accreditation and social activities has been another central process that 
aided them in becoming more sustainable. In the end, the hotel’s social and environmental values can 
be seen from its ability to procure and offer almost only ecological food in their restaurant, as well as 
ability to meet high standards of sustainable eco-tourism. 
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5.3. Has Guldsmeden Hotel encountered any obstacles in implementing 
their socially and environmental responsible initiatives and if yes, 
how have they overcome them? 
 
One of the themes that we wanted to investigate in the research project was obstacles for 
implementation socially and environmentally friendly initiatives in Guldsmeden hotel, as a learning 
point for what barriers companies might find when implementing CSV.  
As we could see throughout the whole interview with Guldsmeden Hotels, there are some obstacle 
categories that hamper the implementation of social/environmental initiatives. They consist mainly of 
logistical and financial complications, but also the clients’ and employees’ understanding of the 
limitations that running an environmentally friendly hotel brings.  
For example as one of the interviewees says, in order to maintain the Golden Ø, Guldsmeden Hotel 
had to change food supplies to organic. This step has brought into the hotel all the obstacles 
mentioned above. Namely, buying ecologic food is much more expensive and also the range of 
products is limited, what sometimes lead to unsatisfied customers when the menu did not contain a 
desired product that the hotel did not have in compliance with the strict regulations of Green Globe 
(such as a Coke or a specific salad). According to Sandra Weinart, the same reaction occurred among 
employees. Although this was seen as an obstacle, the idea of running environmentally friendly hotel 
was born with the hotel itself; therefore at the moment of applying for the certification from Green 
Globe, Guldsmeden was more prepared for meeting the regulations than a hotel that would have had 
to retrain entirely. Nonetheless, it still took about a year to change the mindset of both employees 
and customers, and make them understand the idea behind the taken steps. The approach was to 
persist in explaining the importance of these values for the organization in the attempt to diffuse 
them forward to the employees. 
Taking such a strong stand as a company, required organizational change what is simply “the adoption 
of a new idea or behaviour by an organization” (Daft, 2010). However if we look at organizational 
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change from Lewin’s perspective, Guldsmeden did not have to go through all the three levels in order 
to change the organizational mindset. Namely, according to the organizational change theory 
developed by Lewin the company has to first “unfreeze”, what is destabilizing present organizational 
patterns of behaviour in order to sustain organizational stability (Hatch and Cunliffe, 2013: 290). Later 
comes the ‘’movement’’ when people start to act and think in the way that supports the new 
direction, and the third last step is ‘’refreezing’’, when the change is institutionalized and embraced in 
the ways of working (Hatch and Cunliffe, 2013: 291).  In case of this hotel the way to change 
implementation was much shorter, since, as mentioned before, there was no need of “unfreezing” 
the culture because the environmentally friendly mindset was brought to the company together with 
the founder, therefore, as the interviewees say it was relatively easy.    
The interviewees also mention governmental regulations changing often, which was one of the main 
complications for installing solar panels. The statutes have been changed so many times that at the 
end it was impossible to meet them. “The solar panels have been difficult; we have gone back and 
forth on solar panels. I think it's because the regulations kept changing’’ (Kirsten, page 111) Secondly 
the panels were not generating enough energy to support the hotel, so although the idea was good in 
principle, in reality it was too utopian. Still in relation to regulations, in their attempt to transform 
their food waste into energy, they ran into the obligation to have a separate space to host the 
containers, which they did not possess in their current hotels. Because of these obstacles, the 
company decided to temporarily abandon both of the initiatives. 
Moving on, the Axel Guldsmeden Hotel’s location in Copenhagen’s “Red Light district” has sometimes 
been criticized by the hotel’s guests and the situation on the street has often brought bad reviews, as 
the interviewees acknowledge. As mentioned before, this did not hinder but rather encouraged their 
involvement in social campaigns that could improve the social conditions on the street.   
Another major obstacle is the conflict of interest with other organizations in the area fighting with the 
same problem of prostitution. The hotel is fighting for removing the problem, while NGOs provide 
different kind of help aid that, according to the hotel’s staff, keeps the prostitution there. As Sandra 
states during the interview “(…) because there are a lot of organizations here, that are trying to help 
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those girls, but in a way they are keeping them here, by giving them food, and clothes, attention and 
taking them to the hospital, and all this help, but you know we don’t want them here. *…+ And this is 
like we are accepting to sell people in Denmark.’’ (Sandra, page 115).” This is a major clash of 
organizational interests between the hotels and the NGOs working in the same area, since they see 
two extremely different solutions for the problem. It further shows a lack of goal alignment and 
collaboration in actions between the different parties that strive for solving the same societal need, 
crucial also in the eyes of Porter and Kramer (2011) for effective CSV initiatives. It could potentially be 
an area of further improvement. 
Lastly, among the factors deciding on the success of the social/environmental activities was the size of 
the organization. During the interview both of company representatives mention a couple of different 
initiatives (the donations through bike rental for the Children’s Heart Foundation, and  the anti-
trafficking campaign) that the hotel has tried to be involved in, but were limited in what they could 
do, also because of human resources: ‘’So, I think it is very different. I know big companies like 
Danfoss and they go and stuff like that. They have a whole department working with it [CSR].  Here 
you only have Sandra and me, so we really have to be strong in our minds.’’ (Sandra, page 113-114). 
Based on the interview it is easy to notice that the organization has the will to be 
socially/environmentally active, however, as both of them admit, for a Small/Medium Enterprise 
(SME) it was hard to participate actively, and it would be much easier for a bigger organization. 
To sum up, some of the barriers for implementing social and environmental activities have posed 
more restraints than others. For instance, national regulations are difficult, if not impossible, to be 
influenced by a small organization and when they were not in favour, they obliged the company to 
temporarily abandon the initiatives. Other constraints such as employee resistance to change have 
been easier to deal with by management. When it comes to the size of the company, it should not be 
seen as an obstacle because Guldsmeden Hotels have proved that it is possible to be socially 
responsible at a smaller scale. Company size is rather a delimiter in the amplitude of the measures 
that can be conducted and of the results that can be obtained. 
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5.4. Can other small size hotels increase their overall value returns by 
utilizing the positive experience of Guldsmeden Hotel? 
 
Having looked at the different incentives, implementation processes and obstacles that Guldsmeden 
Hotels has undergone in its SR initiatives, it is now time to analyse the overall value returns of doing 
so. The analysis will follow the same structure as before: social value, environmental value and 
company (which includes financial) value. By investigating their positive and negative experiences, we 
can at the end see which aspects can constitute learning points for other small sized hotels. 
5.4.1. Social value 
As we have discussed earlier, we define social value as any impact that directly influences living 
standards. Therefore, in this section we will consider initiatives that are aimed primarily at creating 
social value, instead of environmental initiatives such as cutting energy usage or buying ecological 
food. These can lead to a health improvement for customers or the community, but have the main 
goal of creating environmental value and we will discuss them in the appropriate chapter. The social 
activities are mainly the 'No More' anti-trafficking campaign, donating money to the 
Børnehjertefonden (Children’s Heart Foundation), and the youth unemployment initiative. 
Similarly to the analysis of the environmental value it would have been interesting to create a SROI 
analysis for the social value but “SROI is less useful when: a strategic process has already been 
undertaken and is already being implemented” (Nicholls et. al. 2012, 11). This is because the correct 
data should be measured during the running of an initiative to be able to then analyse it, so it is 
possible to benchmark the before situation and the results afterwards. Instead, we will discuss what 
impact the social initiatives had or may have. 
Social value for the co-owner at Guldsmeden Hotels can be created in many ways, from something 
small such as “help for your colleague who doesn’t have money for the down payment or children 
camps“ (Sandra, page 118) to the bigger initiatives that the hotel has developed. 
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Children’s Heart Foundation 
Concerning the Children’s Heart Foundation, in 2012, “it was 165 thousand [kroner] we [Guldsmeden 
Hotels] collected” (Sandra, page 116) for the Heart Foundation. Half of this was through the bicycle 
rentals, and the other half was given as rooms to the families of children with heart diseases. 
Furthermore, the management at the hotel aim to create awareness and “give them members, 
because it is really visible here: on bikes, on our websites. We talk about it every time” (Sandra, page 
118). Creating awareness and donating money is very important for the heart foundation even though 
it brings no return to the hotel. Therefore, there is a definite social benefit, but since no value is 
created for the hotel it cannot be considered a CSV initiative, instead it is a “redistribution approach” 
(Porter and Kramer, 2011: 5).  
When it comes to the background of second social activity, that is the “No More” campaign, from 
Danish newspapers in 2008 (See Appendix 4), we learn that “there were at least 1,203 street 
prostitutes in Copenhagen”, this is “according to the Social Services Agency under the Ministry of 
Social Welfare”, but these numbers are “subject to great uncertainty”. Together with other hotels in 
the area, Guldsmeden Hotels “made a campaign about human trafficking” (Kirsten, page 117). This 
campaign was to create awareness of the problems such as human and drug trafficking in the area 
close to Istedgade and “the press found it super interesting” (Sandra, page 117). It is difficult to say 
how successful this campaign was because the data concerning the number of prostitutes is not 
reliable since some prostitutes “are here illegally” (“Sex i klimaets skygge” article, Appendix 4), but 
there was a lot of media coverage which was “the kick start for the whole discussing here about 
trafficking” (Kirsten, page 117). This case links back to the need of taking data whilst an activity is in 
action to be able to analyse it after a period of time or at the end. With little or unreliable data, it is 
complicated to know what impact this initiative might have had on society, as well as a return on the 
hotel itself, and therefore it is difficult to conclude whether this initiative could be considered CSV.  
There are however some indications that point towards this initiative as being CSV. Firstly, as the 
initiative was conceptualized through a strategic understanding that the issue of human trafficking 
and prostitution affected their business in a negative way, our interviewees sought to find a creative 
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solution to an age old problem. The goal of the banners that read “No More”, were to create 
awareness in the minds of the customers of the prostitutes, that these women might be trafficked. As 
we have stated in the previous paragraph, it is difficult to say whether or not this has had an effect on 
the number of solicitors of prostitution, but it does however send a clear message to the customers of 
the hotel, and neighbourhood in general, that what is happening in Istedgade is not in correlation 
with the values of the hotel. While it does not solve the problem of prostitution, it helps to address 
some of the concerns of their customers, of whom several mentioned on Tripadvisor that, while the 
location in terms of being close to the city centre was good, the issues with prostitution and drugs 
were a major drawback. It is very easy to find on ‘’Tripadvisor’’ extremely negative comments like 
’’(…) the reviews on here about "excessive street noise" in this red light district were way understated. 
During our stay, it was quite hot necessitating wide open windows due to no air conditioning. Wow! 
We could not sleep between midnight and 4am due to: crack usage on the stoop across the street; 
constant drug deals going down or going badly (loud yelling in English "I trusted you but you didn't 
trust me."); pushing and shoving; broken glass. The streetwalkers were quiet but constant in this 
dangerous atmosphere.’’. 
If we are to look at the customers’ reaction to the campaign, we note that there has not been a 
significant reaction on Tripadvisor. Out of all the reviews, only one person mentions the campaign, 
and actually does so in a negative way. As we have addressed in the methods chapter, this is no exact 
method to evaluate the overall response from the customers, towards the campaign, but it does 
however provide an indication, that it has not had as great of an impact as our informants will lead us 
to believe.  
Youth unemployment 
In the future, the youth unemployment initiative has a very important aim, which is “that the hotel 
industry can solve, almost itself, the youth unemployment problem” (Kirsten, page 119). Although this 
can be seen as a bold statement, it is more specifically oriented towards the disadvantaged group of 
young people such as ex-delinquents, people with different disorders etc. At the same time, the 
interviewees say that “If we just take one, it’s a success” (Sandra, page 120). This very ambitious 
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initiative is supposed to create social value in many ways, apart from providing the hotel with the 
employees needed to run the business. First of all, the unemployed or problematic young people will 
receive a job and learn some skills. This could result in them saying “hey, I want an education!” 
(Kirsten, page 120), and eventually, it could end up improving the life quality of these people. Another 
positive impact for society is that “we need people to work operations” (Kirsten, page 119) as well as 
“people who are productive” (Kirsten, page 121), to pay taxes and keep our society moving ahead.  
In Denmark the youth unemployment is rising30, so this initiative is also a good example of how a 
given firm can interact with society in confronting current issues in a meaningful way. While there will 
quite possibly always be a need for initiatives such as this to help vulnerable youths to get a job, the 
need is even more urgent in times of recession.  
Therefore, this initiative could potentially increase society’s work force as a whole, and ease the 
raising concerns about the ageing population in Denmark and decreasing amount of people in the 
work force that can support their pensions. The amount of value that would be created is uncertain, 
as this is a very good example of the immeasurable value since we cannot put a number on the value 
of a person's improved life quality or skills. Nonetheless, we can see that it could create a positive 
impact on society, therefore this initiative needs a financial return for the hotel to be considered as 
CSV one. It touches the value chain of the hotel such as the operations and with the aid from local 
government to help subsidize part of their wages, it would become a good example of cooperation to 
create shared value. 
As we have discussed in the measuring value chapter, it is difficult to measure non-economic value 
but there have been attempts to do so. Lack of data is a problem when analysing activities because 
data can help understand the impact. This can in turn help with future activities due to a better 
understanding of the problems. Possibly, the fact that it is a small hotel means that data from 
initiatives is not measured, but this should be the next step.  
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 http://www.dst.dk/pukora/epub/Nyt/2013/NR562.pdf 
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Even though we can see a concrete social value creation in all three initiatives mentioned above, if we 
think of CSV, donating money is not an initiative to take into consideration. Instead, for other small 
hotels such as Guldsmeden Hotels, with limited resources, it can be interesting to learn from the 
second two. These, show us the need to cooperate with foundations, governments or other 
businesses to be able to expand resources and therefore gain higher results and to be more 
successful. Given that we consider small companies, this need becomes even more important. 
 What can other similar companies interested in implemented CSV learn from Guldsmeden Hotels’ 
experiences with social initiatives? Firstly, it is important to emphasize the significance of having 
external partners that can help reach certain goals. Likewise it is important that there is at least a 
certain concurrence in the goals when working with outside partners, as we saw was not the case in 
the “No More” campaign, where the goals were actually conflicting. 
Furthermore, it cannot be stressed enough how important it is to set meaningful standards for 
measuring the impact, as you are otherwise working in the dark, so to speak. Had Guldsmeden Hotels 
formalized concrete and realistic goals apart from just creating awareness of the problem, they might 
have been able to create an ever better platform for their message, as well as intercept the problems 
the campaign faced before implementation.  
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5.4.2. Environmental value 
 
Having looked at the incentives, obstacles and implementation of Guldsmeden Hotels’ social and 
environmental initiatives, we will now look deeper into the concrete value created from their 
environmental approach. Subsequently we will conclude on whether their environmental initiatives 
fulfil the criteria for our definition of CSV.  
It would have been advantageous to have concrete data from their energy and water consumption, as 
well as data from the outputs of their other environmental activities, but as it has not been possible 
to obtain this data, it does put some limits to the scope of our analysis. If we had had the relevant 
data it would have been possible to produce a Social Return On Investment (SROI) analysis, in which 
social and environmental values are monetized, so that the real value of a given initiative can be 
precisely defined, and not just the financial value. For this reason we have chosen to confide this part 
of the analysis to the discussion of which initiatives they can consider in the future. 
Guldsmeden Hotels have however taken a proactive stance towards mitigating their impact on the 
environment by aiming towards making their hotels more energy and water efficient. One way of 
mitigating this impact is by coupling a given initiative with another initiative that has a positive 
impact. Guldsmeden Hotels have chosen this approach through making their website CO2 neutral. The 
website still consumes energy, but by supporting a third party that invests money in rain forest 
preservation and building renewable energy sources, in accordance with the user traffic on their 
website, CO2 neutrality is reached
31. This is called carbon offsetting and has received some critique, as 
it assumes a direct transferrable relationship between one type of negative impact, and another 
positive impact. To call it CO2 neutral might therefore be somewhat of a stretch. 
Furthermore, Guldsmeden Hotel has chosen to get their energy from Natur Energi, who provides 
energy from 100% sustainable energy sources to the hotels. For every MWh produced by wind energy 
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 http://www.ingenCO2.dk/crt/dispcust/c/470/l/1 
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the environment is spared 784 kg CO2 emissions, if compared with coal power sources
32. Over the 
course of a year, a 2.3 MW ocean windmill can generate enough power to save the environment for 
7213 tons of CO2 compared with a standard coal power supply
33. Through their choice of sustainable 
energy, Guldsmeden Hotels are actively lessening the impact of greenhouse gas emissions on the 
environment. As mentioned in the previous chapter, Guldsmeden Hotels also plan to set up solar 
panels, although these plans are on the hold for the moment, which will function as a supplement to 
their existing energy. The hotel is however dependent on the cooperation of their customers to 
reduce their environmental impacts. As Sandra says in the interview, they remind guests to be aware 
of their water and energy consumption, but they cannot force their guests to comply (Sandra, page 
106).  
As we have discussed in the measuring value chapter, one of the biggest challenges with assessing the 
impact of their sustainable energy approach, is the question of which time frame to apply. Looking at 
the long term effects of global warming, a continuation of our energy policy that is largely dependent 
on fossil fuels, will harm our environment drastically, and in turn, our possibility to do business 
(Larkin, 2013: 150). In that respect, choosing to solicit energy from purely renewable sources can be 
seen as a pre-emptive strategy towards curbing climate change. It does not however provide the 
hotel with a foreseeable financial value as the potential benefits are dependent on a multitude of 
variables that the firm holds no real power over. Therefore we cannot say that their choice of Natur 
Energi as an energy provider constitutes doing CSV, but their approach to energy efficiency is, since 
they reap the direct financial benefit from lowered energy and water costs, while helping to preserve 
the environment.  
Reuse 
Reuse and remanufacturing of existing products is an essential part of the hotel’s values. The building 
they have chosen for hotel Axel is from 1880, and it has been renovated to comply with modern 
energy standards. Furthermore they prioritize reusing existing materials and furniture instead of 
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 http://www.videnomvind.dk/baeredygtigheden.aspx 
33
 http://www.dkvind.dk/fakta/M2.pdf 
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simply buying new items. “he [Marc, the co-owner of Guldsmeden Hotels] takes a lot of time painting 
a door instead of just throwing it out and buying a new one” (Sandra, page 100). Reuse is one of the 
most efficient strategies for reducing greenhouse emissions, (James, 2011: 1), as many products have 
a technical life cycle34 that exceeds the actual time span the given product is used for. Therefore the 
impact from a given unit of, for example furniture, is lower when these products are reused (Fisher et. 
al. 2011: 15).  
”Love food, hate waste” 
The second largest negative impact from food consumption comes from wasting food. Between 10-
20% of the aggregated environmental impact of food production can be mitigated by reducing food 
wastage (Saxe and Adler-Nissen, 2013: 7). “Love food, hate waste” is an important value in the 
mission of Guldsmeden Hotels, and as we have detailed in the implementation chapter, they try to 
advocate this value both towards customers and employees. This is done by making the serving sizes 
in the restaurant an appropriate size, so waste is minimized as well as ensuring that the quality of 
their food is so high that guests will be prompted to finish their meals. Lastly, they also try to reuse 
food, making new meals out of leftovers, as exemplified in this quote from the interview: “If you pass 
a garbage can and see a sausage well, it can't get too old. I mean, OK, we used it in the buffet but we 
can make pizzas or we can make something else out of it” (Sandra, page 106-107) These approaches 
are however highly dependent on their customers, and as it is first and foremost a service business, 
full compliance from their customers cannot be expected.  
Some waste is to be expected, but as a response to that, the hotel have looked into the possibility of 
creating energy from their food wastage, but at the time of writing it is unclear what the possibilities 
are for that project to come to fruition. 
The “love food, hate waste” initiative complies with the definition of CSV, as it lessens the 
environmental impact, while also keeping expenses for food down.   
 
                                                          
34
 The time span that a given product is designed to last for.  
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Golden Ø 
As ecology is a central key value for Guldsmeden Hotels, we have found it necessary to define the 
impact ecological food has compared to non-ecological food production. In a recent report, Saxe and 
Adler-Nissen outlined how these two different production methods impact society and the 
environment differently. Non-ecological food production yields more production per hectare than 
ecological production (Saxe and Adler-Nissen, 2013: 20), which means that non-ecological production 
can provide a more efficient solution to feeding the 800 million people who are currently not getting 
sufficient nourishment globally: A number that is steadily rising (Saxe and Adler-Nielsen, 2013: 20-21).  
However, ecological food production is more environmentally sustainable in the long term, even 
though the negative impact of ecological food might be greater in the short term (Saxe and Adler-
Nielsen, 2013: 7, 31). As the rapport emphasises, it important to ask the question of what the goal 
with choosing ecological food is. Abolishing global hunger is a goal that should concern us all, but in 
regards to the case of Guldsmeden Hotels there is no real correlation between their core business and 
this societal issue. Therefore, to summarize, we will consider the choice of ecological food production 
to have a positive environmental impact.  
The organic standpoint of Guldsmeden Hotels is one of the more prominent elements in their 
approach to sustainability. According to Saxe and Adler-Nissen, there are however other initiatives 
that have a higher possible impact on the environment. As mentioned before, reducing food waste is 
vital to mitigating the environmental impact.  
As it has been proven time and again, supply and demand dictates what products businesses choose 
to produce. As Guldsmeden Hotels are only soliciting supplies from organic or fair trade suppliers, 
they are also supporting these suppliers, who might be able to use this support to gain a larger market 
share for their environmentally friendly products. If this trend continues to grow, and can help to put 
added pressure on suppliers who cannot account for their sustainability in the same way these 
suppliers can, in turn paving the way for a more sustainable future. But, the consumers are again the 
key component in this equation, as it is the demand from the consumers that ultimately dictates 
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whether or not the sustainable products and businesses can create and maintain a marketing 
advantage. 
Transportation 
Transportation accounts for a substantial part of the environmental impact in the Life cycle 
assessment35 (LCA) of a food source, and as a general rule of thumb, the greater the distance a unit of 
food travels to reach its destination, the greater the environmental impact. Guldsmeden Hotels’ 
choice of local suppliers contributes to lessening their environmental impact. Below we have included 
a table of their suppliers36, and the stores of those suppliers that are the closest to hotel Axel. The 
supplier that is the furthest distance from the hotel is Økoladen in Ringkøbing, approximately 350 
kilometres by car. However some of these suppliers, such as the purveyors of wine, import their 
products from other countries, which do greatly increase the LCA of their products. There is however 
no real remedy for fixing this issue, as the Danish climate is not able to sustain wine production.  
Supplier Closest store to Hotel Axel 
INCO København 
 
SolHjulet Silkeborg 
  
Smørmanden Ishøj 
  
Aalbæk København 
 
Vildmedhonning Hornbæk 
  
Emmerys København 
 
Søbogaard Borup 
  
Det Grønne Selskabab København 
 
Naturbageriet København 
 
Mindeslunden Hellerup 
  
Økoladen Ringkøbing 
 
Økotaste Brøndby 
  
                                                          
35
 The environmental impact a unit of a given produc, i.e. a loaf of bread, has on the environment.  
36
 Provided by Guldsmeden Hotels 
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Fougaz København 
 
Oialla København 
 
Phillipson wine Kokkedal 
  
Ørbæk Ørbæk 
  
Nørrebro Bryghus København 
 
Barnkonsult København 
 
Økovin Tarm 
  
Østerberg vin Hørsholm 
 
Husted Vin København 
 
    
Apart from saving the environment from unnecessary emissions from transportation of supplies, 
using local suppliers also helps support a community of eco-friendly suppliers.  
Shorter transportation distances coupled with the environmentally friendly profile of their suppliers 
helps ensure that the impact on the environment is decreased. This is a great example of the hotel 
chain has looked strategically at their supply chain, and implemented their values, while also cutting 
costs for added transportation. Therefore we regard this initiative to live up to the definitions of CSV. 
Green Globe 
As part of Green Globe, Guldsmeden Hotels vow to run their business in compliance with the rules 
and regulations of this organisation. As we have hopefully demonstrated so far in the project, 
choosing the most environmentally friendly alternative is not always an easy task, and as hotel 
managers cannot be expected to be experts in the field of sustainability, these standards can serve as 
guidelines that helps firms to realize what the best possible options are relative to their business. Any 
Green Globe certified business promises to improve 5% annually on a chosen field, which leaves 
adequate flexibility for the businesses to improve in the areas that they are best suited for at a given 
time. 
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Generalizability 
So far we have seen how Guldsmeden Hotels have been able to implement concrete initiatives that 
aim to address some of our most pressing environmental issues, globally as well as locally. But what 
are the possibilities for other similar businesses to learn from this approach? Is it a unique example 
that cannot be replicated? 
As the field of sustainable tourism is at the moment a niche market, that even according to our 
interviewees is not attractive to the consumers mostly concerned with price (Kirsten, page 104), there 
are obvious shortcomings with regards to how transferrable the experiences from Guldsmeden Hotels 
are. However, as quite a few of these initiatives are simply good investments, which produce added 
financial value on their own, it would seem logical for others to follow in their footsteps. Other hotel 
chains have actually already implemented some of the same initiatives, like Scandic who reuse 
unused water from the restaurant buffets to water their plants37.  
Likewise, the size of Guldsmeden Hotels is never mentioned in the interview as an obstacle towards 
achieving their environmental goals, as a lot of these initiatives, such as saving water and energy do 
not have large initial start-up costs. They simply require dedicated managers that with the help of 
skilled third party organizations such as Green Globe that can identify the most viable path towards 
sustainability. 
But as a lot of the benefit for the hotel chain is derived through sustainability as marketing parameter 
as we will see in the following chapter, there is a very real risk of saturating the market if the 
competition for the customers that value sustainability increases.  
Conclusion:  
Guldsmeden Hotels have a concrete environmental impact, though most of their initiatives serve to 
negate some of the negative impacts, inherent in operating a hotel such as energy and water 
expenditures.  
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 http://www.scandichotels.com/settings/Side-foot/About-us-Container/Responsible-living/Environmental/ 
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5.4.3. Company value 
 
We have so far discussed how the various environmental and social initiatives run by Guldsmeden 
Hotels benefitted the external environment. Nonetheless, Porter and Kramer have seen CSV as 
“creating economic value in a way that also creates value for the society by addressing its needs and 
challenges” (2011: 4). This means that ultimately, to be able to call their initiatives in CSV terms, they 
would have to provide meaningful (financial) value returns for the company. 
To investigate to what extent this was the case for Guldsmeden, we can start by looking at the 
environmental side, i.e. their ascent to being more environmental friendly by obtaining the Green 
Globe and Ø-label certifications.  
As the two Guldsmeden representatives were saying in the interview, having an eco-friendly hotel 
and organic food in their restaurant became a “marketing parameter” (Kirsten, page 101). It 
intensified in times of financial recession, when the need of a differentiation element from 
competition seemed to be pressing. The benefit of higher quality services is seen as an attraction for 
the customers – value for money –, that also helps in achieving customer loyalty: “They just like us for 
it [being sustainable+” (Kirsten, page 106) “If we didn’t have that I don’t think people would come” 
(Sandra, page 111). This hypothesis can be supported by looking at the opinions about the hotel on 
“Tripadvisor” (See Appendix 2). Namely 43% of the interviewees that rated the hotel with 5 stars 
(highest rate on Tripadvisior) mentioned the sustainable profile of Guldsmeden in a positive way. 
Comments like “I love "Bio/Eco/Organic" products and accommodation, this hotel definitely fulfils my 
expectation” and “High marks for the green positioning”. 
However, it is difficult to conclude, on the financial numbers provided by the company (see Appendix 
5), whether or not their sustainability and Green Globe certification has brought them an increasing 
number of customers starting with 2010, especially since it overlaps a recovering period from the 
financial recession. Guldsmeden Hotels simply does not analyse in depth its performance. What we 
can at least notice, from an older customer survey ran by Guldsmeden Hotels (See Appendix 6), is that 
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their sustainable profile was of importance in choosing their hotel for 34% of the surveyed customers. 
Placed on the third place, after design/atmosphere and location, their sustainable profile seems to 
bring value for the customers. This survey does not differ much from the comments on ‘’Tripadvisor’’. 
Specifically, according to our research, 32% of the customers who rated the hotel, perceived the 
sustainable profile as a positive thing. 
Moving a step further, the same survey mentioned above reports 29% of the interviewees to be 
returning guests.  Shaw and Stone (1988), Ryals (2008), Kumar (2008) among few, attested that, 
generally, a high customer loyalty is preferred because it gives a higher customer lifetime value38 
(CLV) and is more profitable for the firm. The reasoning comes from lower acquisition costs 
(marketing and sales costs). Therefore, if loyalty was driven also by sustainability, it could further add 
economic value to the firm. However, Guldsmeden Hotels have also adopted a loyalty programme 
that gives 10% discount to returning customers, so there is a likelihood that the loyalty is to the 
discounts, and not to the sustainability itself. Consequently, due to insufficient data, we cannot make 
a direct link in that sense as evidence that Guldsmeden Hotels’ sustainability profile enhanced their 
revenues, but it can be a departure point for further measurements and analyses. 
While the discussion above was more around revenues, on the costs side the situation is clearer: “It’s 
a win-win. We save water, we save money, you [as customer] help the environment” (Kirsten, page 
106) Even though their desire to have ecological products implied higher costs, Guldsmeden Hotels do 
save money on other areas. Reducing water and electricity waste on a 5% basis reduces utilities 
expenses; reducing food waste through their “Love food, hate waste” programme also saves money in 
their accounts; their principle of repairing to the extent possible, rather than buying new things is 
another tool for cost reduction; lastly, their plan to install solar panels can bring further savings. 
Although it would have been interesting to have a historical view on the savings from when Green 
Globe certificate was obtained, the company has not provided us with concrete numbers. As we have 
discussed before, it can be argued that the actual economic gain from these actions is minor, but we 
                                                          
38
 Customer lifetime value is the total gain expressed on a net present value basis that a business anticipates from having 
an enduring commercial relationship with a client over time. (definition retrieved from www.businessdictionary.com)  
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need to keep in mind that we are talking about a small organization, which took the approach to look 
at every link in its value chain and try to make the possible environmental improvements. 
Continuing with the social activities initiated by the hotel, there is no direct benefit for themselves 
through their involvement and donations to the Children’s Heart Foundation. It is more a 
philanthropic charity act. The indirect benefit would come through networking with this foundation to 
reach new customers, as they have done before during the financial recession. The whole initiative 
could eventually be an image enhancer, that subsequently becomes added value for the guests and 
an attraction point for them, but that is again hard to link with the bottom line. 
When it comes to the prostitution and drug consumption issues in the neighbourhood of Axel 
Guldsmeden Hotel, it has been pointed both by the hotel’s representatives and various newspaper 
articles that, for example, due to screams in various languages and fights on the street, guests could 
not sleep with the windows opened. The bad reviews followed from this negatively impacted 
Guldsmeden Hotel and the ones around. After the “No more!” campaign, the hotel representatives 
have seen an improvement: “We were a little bit scared at the beginning, if the people would stay 
away. But it [number of tourists] didn’t go down, and eventually it has gone up” (Kirsten, page 115). 
They do, however, acknowledge that there might not be a direct connection between the two. If we 
look into the statistics based on “Tripadvisor” reviews, it can be noticed that only 8% of total amount 
of interviewees mentioned the neighbourhood at all. On the other hand, out of those that made a 
statement about the area, 43% were negative, but not extreme. For example “The location could have 
been better, considering the area around, but the main centre of Copenhagen was not far away, so 
this did not bother us particularly”. 
Another indirect benefit of being socially responsible is that it also becomes valuable to the 
employees as well, because the owners put great efforts into creating a culture in the organization 
where everybody is part of it. As one of the interviewees was stating, “Our colleagues stay with us 
longer *…+ And I think it is because they feel that is a place with a heart, not just a profit making 
machine. But also a place that is socially responsible. I think it means a lot for the people who work for 
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you” (Kirsten, page 118). Seeing this from a financial perspective, longer employment periods can 
subsequently reduce costs of recruitment and training. 
As we can see, and as we have also discussed in the section of value measurability, when talking 
about the company returns of doing social activities, defining and putting numbers on it becomes 
problematic. In a way, it has also been confirmed by the interviewees: "We don't measure it. *…+ I 
wouldn’t know how to begin. I wouldn’t know how to do it…" (Kirsten and Sandra, page 123) Neither 
from their economic nor the social initiatives has the company managed to determine in details the 
overall impact. This links us back to what Pfitzer, Bockstette and Stamp (2011) stated, that many of 
these initiatives fail to create meaningful shared value because managers do not devote time and 
resources to understand the social problems in order to create effective solutions. Apart from that, 
they also fail to estimate how a degree of change in the social/environmental condition will drive 
profits, as well as they lack experience in measuring and evaluating the external and company results. 
This again brings in question the idea of the size of the organization. We would argue that doing it is 
not impossible just because a small company does not hold high resources and skills to do it. We 
would rather see it as a matter of openness in understanding the need of tracking performance and 
adopting the right framework for doing it. 
Summing up, the variety of ways in which Guldsmeden Hotels have built their sustainable profile has 
become value added for customers, and this further becomes also economic value for the company 
because it attracts at least a certain range of customers that are willing to pay for the added value. If 
they were not to come, the Hotel basically would lack the revenue from this. Becoming more 
environmentally friendly has also implied reductions in specific areas (water, electricity, waste), 
commonly agreed with Green Globe, which further meant decreased costs. These are being verified 
by Green Globe and we can therefore trust their truthfulness. As to the social activities implemented 
by Guldsmeden Hotels we cannot directly link their results with economic benefits.  
These may seem very general conclusions and this is in part because a more thorough recording of 
performance needs to be done for a proper corporate financial and social performance (CFP and CSP) 
analysis. This just brings us back again to what Nicholls et. al. (2012) were saying, that if the initiative 
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has already been conducted or implemented, performing an analysis of its results becomes more 
difficult, without having set some benchmark criteria and goals. It thus remains a point to remember 
for future activities, but also a learning point for hotels that would consider following the 
sustainability path. 
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6. Conclusion 
 
Creating Shared Value (CSV) is a novel concept that differs markedly from previous approaches to 
social responsibility, mainly through having to also be profitable for the company and be driven by a 
holistic mission that embraces the social and environmental gains as well, apart from the purely 
financial.  
Guldsmeden Hotels was chosen to be analysed in seeing to what extent CSV also holds the potential 
to be “a new way to achieve economic success” and “a way to create economic value while also 
creating value for the community” (Porter, 2011) for small businesses or small hotel chains 
specifically. 
The social and environmental initiatives implemented by Guldsmeden Hotels are primarily driven by a 
personal mission of our informants to have a positive impact besides being a commercial enterprise. 
In the process of implementing these initiatives our informants gradually realized that there might a 
concrete differentiating advantage for the firm itself, if these initiatives were to be elaborated. This 
process has lead them to become certified by an outside party, Green Globe, which became one of 
the company’s strongest partners in furthering their goal of sustainability. It later proved to bring 
economical gains, which lead us to observe a tendency to firstly implement socio/environmental 
tactics and subsequently reflect on benefits and future strategic moves. 
However great or small the initiatives of Guldsmeden Hotels might seem, there are some that follow 
Porter’s lines of being classified as CSV: the responsibility for environment and society is in the 
company’s very culture and values, the hotel thoroughly reorganized its value chain links to diminish 
its own externalities and become more sustainable, it benefited of cost savings and added value in its 
service for the customer. Not the same can be said for their past social oriented initiatives, but their 
planned programme for the youth unemployment has a great potential to become CSV. 
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Guldsmeden Hotels faced both internal and external obstacles in the process, but the most restraining 
ones were national regulations and insufficient cooperation with external organizations. 
A recurring problem in accounting for the overall returns of Guldsmeden Hotel’s CSV activities has 
been in defining and measuring the indicators of its social and environmental performance. The main 
observation here is that a company should establish goals and benchmark criteria even from before 
implementation, as well as it should track its performance throughout the process.  
All these highlight the role of top managers in either small hotel chains or businesses in general, and 
their responsibility to link the goal of maximizing the shared value creation with the business 
practices. It further shows us that even though it has limited resources (financial, human, expertise 
etc.), it can still have meaningful impacts outside its financial boundaries at a relative scale. 
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7. Discussion 
 
While the main findings and conclusions might seem commonsensical, we need to remind ourselves 
that this research followed a perspectivist angle, with the aim of getting a better understanding of the 
CSV concept, of how and why things happen the way they do. This is why one case company was 
selected for the analysis, to allow us to delve deeper into the concept itself. We must, however, admit 
that the conclusions could have looked different if we had chosen to analyse several CSV contexts by 
selecting more than one case company. It could have given us the possibility to compare and be more 
critical towards our chosen one: Guldsmeden Hotels. The same could have happened if, for example, 
we would have also benchmarked Guldsmeden Hotels against competitors that also have a social 
responsible profile. These have fallen out of the scope of our project due to the time limitation for 
this research, and can be an advancing angle of our research in the future. 
At the same time, another issue of relevance, that appeared along the way in our research and was 
abandoned due to time constraints, was the idea of running a customer survey. It could have 
completed the interview with the hotel’s representatives and the benefit of it could have been that of 
verifying if Guldsmeden Hotels’ value creation is mirrored in the customer perception, i.e. if 
customers truly see that the social and sustainable profile of Guldsmeden as added value and as a key 
attraction point for visiting the hotel. Looking at Tripadvisor review was a way around it but their 
reliability can be questioned. 
One last important limitation of this project regards the inability to evaluate Guldsmeden Hotels' 
corporate social and environmental performance in relation to its financial performance, through an 
SROI analysis. As mentioned many times before, the barrier for this was that the hotel’s managers do 
not record these performances, and obtaining the data for it was impossible. The SROI analysis could 
supplement in answering the problem formulation by providing evidence of the actual results of doing 
CSV. 
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Looking back at the purpose of this project, it seems that our findings confirm that CSV brings some 
enhancements to previous CSR concepts and that small companies also have a potential to achieve 
significant value creation through implementing it. Ways of implementing it have been discussed 
throughout the project. What seems to become a future research theme is around ways of improving 
the evaluation of CSV results through defining specific measurement frameworks and practices. 
7.1. Optimization of SR approach 
In the following we will expand upon how Guldsmeden Hotels can optimize their strategy for SR if the 
goal is to align even more with the CSV concept.  
In the previous chapters we have briefly touched upon the subject of Social Return on Investment, or 
SROI analysis, and in the following we will elaborate on how this method can be used to forecast the 
impact of future initiatives from Guldsmeden Hotels. SROI can “be used as a tool for strategic 
planning and improving” and “help guide choices managers face when deciding whether they should 
spend time and money” (The SROI network, 2012: 10). As we have seen previously the SR approach in 
Guldsmeden Hotels have gone through two separate stages of maturity; beginning as a personal 
mission to do better, and progressing towards being more actively used as a marketing parameter. 
We see the methodology of SROI analysis as a way for the company to progress to the next stage in 
their SR approach.  
SROI is born out of social accounting, and is a tool to illustrate how value is generated, apart from the 
merely financial. This serves to give firms a realistic overview of the real impact their activities have. 
There are two types of SROI analysis; evaluating and forecasting. As the word implies, an evaluating 
analysis is concerned with past activities and the impacts these have had. This method is however 
dependent on consistent and reliable data, which is why it has not been possible to do this in our 
previous analysis (The SROI network, 2012: 8). Doing a forecasting SROI analysis “can help show how 
investment can maximise impact and are also useful for identifying what should be measured once the 
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project is up and running” (The SROI network, 2012: 9), and can therefore be seen as a first step on 
the way to consistent data collection and analysis.  
To illustrate how the methodology is intended to be used, we will use the example of the youth 
unemployment initiative that Guldsmeden Hotels plan to initiate throughout this chapter, as a 
guideline for how the hotel might actively use this method.  
The different steps in a SROI analysis are: identifying relevant stakeholders; mapping projected inputs, 
outputs and outcomes; monetizing the outcomes; assessing the impact and finally calculating the 
SROI.  
Stakeholders 
Like Porter and Kramer emphasised, it is important to delimitate, who the relevant stakeholders are, 
as well as establishing a scope for any given initiative when doing an SROI analysis (The SROI network, 
2012: 18). Following the reflection on which stakeholders to include, it is equally important to 
envision in which ways these stakeholders might be impacted. This can be done by simply engaging 
with the relevant stakeholders, and getting an idea of their wishes and aspirations, either through 
first hand data collection, or if this is deemed to be too time consuming, it can be outsourced to third 
parties. The stakeholders are the best indicators of whether a given activity has achieved its goal, so 
actively engaging the relevant stakeholders is a prerequisite for doing SROI (The SROI network, 2012: 
38). 
It is important to include both negative and positive impacts when doing an SROI analysis The SROI 
network, 2012: 21). In the case of youth unemployment the positive impact obviously outweighs the 
negative impact, but that does not mean that there are no possible negative impacts correlated with 
this initiative. Below we have included a table of the key stakeholders in the youth unemployment 
initiative, and our reasons for including/excluding them. Note that this is just an example, of how 
Guldsmeden Hotels could conceptualize their initiative, and is does not represent their actual 
sentiments, but rather our assessment.  
85 
 
Table 1: Example of mapping different stakeholders for Guldsmeden’s youth unemployment initiative 
Key Stakeholders Reasons for inclusion Intended change 
Unemployed youth 
Group that is expected to gain most 
from the initiative 
They will be 
employed 
Hotel management 
Financial beneficiaries of the initiative, if 
successful 
Will benefit from a 
larger, more flexible 
workforce 
Existing employees 
group which working environment is 
affected by the successful/unsuccessful 
incorporation of new employees 
Integrating new 
employees should 
not harm their job 
satisfaction 
Local government 
We have taken the assumption that the 
unemployed are subsidized to some 
degree by the local government, who 
would benefit financially from their 
employment 
Will benefit from 
reduced cost to 
unemployment 
subsidies 
Excluded 
stakeholders 
Reason for exclusion 
 
Families of the 
unemployed young 
people 
excluded for the sake limited resources 
and knowledge  
 
Mapping the impact 
To get an overview of what the projected impact might be of a given activity, we create a division 
between inputs and outputs. Inputs are the resources invested in the activity, such as money, time, 
or, to use an example from Guldsmeden Hotels initiative for the Children’s Heart Foundation, 
sacrificing room nights to benefit the families of those afflicted. Secondly we map the outputs of the 
given activity, i.e. the direct consequences it has. This is contrasted with the outcome of the activity, 
which entails the non-immediate results of the activity (The SROI network, 2012: 32-33). In the 
previous example, the output would be that a family can stay at the hotel without having to pay, 
while the outcome could, among other things be, that the family is relieved of some stress from 
having a good night’s sleep without it affecting their economic possibilities. This could in turn lead to a 
higher quality of life for the entire family in a tough situation with a sick child. As we see in the 
previous example, an initiative might lead to a chain-of-events that deviate from the original 
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intentions. Going back and doing an evaluation on the previous projects can be a way of expanding 
the knowledge base of the people responsible for future activities. In the table below we have 
included the inputs and outputs of the youth unemployment initiative.  
Table 2: Inputs and Outputs of the youth unemployment initiative 
 
Inputs 
 
outputs 
Key Stakeholders 
What do they 
invest 
Value 
 
Unemployed youth Time 
 
labour 
Hotel management 
Time, and 
wages 
Wages + number of hours 
used to train new 
employees x hourly pay 
n employees trained 
Existing employees Time 
number of hours used to 
train new employees x 
hourly pay 
n employees trained 
Local government 
Partly 
subsidizes 
wages 
Number of working hours 
x relative subsidy 
nothing 
 
This could lead to a number of different outcomes, such as a higher quality of life for the newly 
employed, a higher degree of diversification and flexibility in the hotel, but there might also be 
negative outcomes, such as increased stress for the current employees in the initial stages of the 
initiative. There might also be other outcomes that it is has not been able to foresee in the forecasting 
phase. For this reason it is important to keep good account of the initiative when it is initiated, as well 
as evaluating the initiative afterwards, to see if other factors should subsequently be included in an 
evaluating SROI. 
Evidence 
The next stage is to find evidence, or indicators in the terminology of the report, of what the impact 
has actually been, and to assign a value to this impact. Indicators are concrete measurable criteria 
that provide managers with a way of quantifying their impact. In the example with the youth 
unemployment initiative, a fitting indicator would be number of employed young people, who were 
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formerly unemployed, or total working hours accredited to the people who have been employed 
through this initiative. As this is a forecasting analysis the indicators will be expected indicators, and 
therefor again estimates.  
The next step is to assign monetary value to the expected outcome. For this we use financial proxies, 
which are evaluations of the worth of a given social or environmental good. While it might initially 
seem like a fool’s errand to prescribe monetary value to intangible social and environmental goods, it 
is essentially no different than the market mechanisms that assign monetary value to other more 
tangible goods, such as a pint of milk or a house, to use the examples used in the report (The SROI 
network, 2012: 45). A pint of milk has no inherent absolutist value, but is rather dependent on a range 
of variables, which in the end adds up to how much the buyer is willing to pay for it, and what the 
seller is willing to sell it for (The SROI network, 2012: 46).  
There are several methods to monetize social and environmental value, that depend largely on the 
context they are used in. We will not go into a meticulous discussion of the relative usefulness of each 
of them, but rather we have chosen to explain the methods that are best suited for our example of 
the youth unemployment initiative.  
Again the stakeholders are the key to this process of monetizing social value. While getting a job has a 
concrete value for the individual who is employed through this initiative, it also has a value to other 
stakeholders such as the government, who save money on subsidizing unemployment benefits and 
the same financial proxy is not necessarily relevant in each case. To evaluate the value for the 
individual, we propose to use contingent valuation, which simply entails asking stakeholders what 
monetary value the impact, in this case going from unemployed to employed, would have for them, 
through a survey or interview (The SROI network, 2012: 47). Individual answers might vary 
tremendously, so we suggest using the average of all the replies from the stakeholders.  
To assess the monetized value for the stakeholder we have chosen to dub ‘local government’, we 
suggest using current legislation that defines the monthly unemployment subsidy for the target 
group. Other factors may also apply, if Guldsmeden Hotels choose to focus on youth with other 
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problems beside unemployment, such as for example previous delinquents. In that case it would be 
prudent to add another indicator that referred to amount of young people enrolled in the program 
that did not relapse back into criminal career, and asses the monetized value for society in general of 
that impact. 
Assessing impact 
To achieve the most fitting representation of the impact an activity has, it is important that other 
factor might have applied than those originating from the original activity. In the following we will, in 
correlation with the youth unemployment initiative, outline how these factors might apply.  
The first factor to consider is deadweight (The SROI network, 2012: 56). This is the impact that would 
have happened anyway, even if the given activities were not initiated. For example, some of the 
unemployed people might have found employment elsewhere had they not been enrolled in the 
program. This number will always be estimate, but we can increase the credibility of this estimate by 
relying on relevant statistics, that detail how unemployment in general has developed in Copenhagen, 
for the specific age group since initiation of the initiative and the time of evaluation.  
The second factor is displacement, which is concerned with whether the impact has mitigated the 
issue, or simply “pushed” the issue somewhere else, out of sight.  
Thirdly, we have attribution which is a measure of how much of the impact can be assigned to the 
given activity. There might for example, be other initiatives that have helped the unemployed youth 
to get jobs, such as community courses to improve certain skills, education and so on. Again this 
number would be an estimate, but we can ensure that the estimate is more credible by engaging with 
the relevant stakeholders, to see to what role the specific activity has had. 
Lastly, drop-off is related to initiatives which impact diminishes over time. For this project we will not 
go into a discussion of which apply. 
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Calculating the SROI 
In the following we will give an example of how the SROI can be calculated for the example of the 
youth unemployment program. In essence this is just a simple calculation to define the total value of 
inputs versus the total value of the outcomes. To do this we use the template impact map provided 
on the website of the SROI network39.  
For the sake of simplicity, it has been decided that the initiative will run over the course of one year, 
with no drop-off per month.  
 
                                                          
39
 http://www.tbnetwork.org/download/other/Social%20ROI/SROI%20Training%20Spreadsheet.xls 
Stage 1 Stage 2
Stakeholders
Intended/unintended 
changes
Outputs
Unemployed youth They will be employed time kr. 144,000.00
30 hours worked (at 100 
kr pr hour)*48 weeks in a 
year
Hotel management
Existing employees
Local government
Total kr. 144,000.00
Inputs
Who will we have an 
effect on?                          
Who will have an effect 
on us?
What do we think will 
change for them?
What will they invest? Value kr Summary of activity in 
numbers
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Stage 3
Description Indicator Source Quantity Duration Financial Proxy Value kr Source
How would we describe the 
change?
How would we measure it? Where did we get 
the information 
from?
How 
much 
change 
will 
there 
be?
How long 
will it 
last? (in 
years)
What proxy did 
we use to value 
the change?
What is the 
value of the 
change?
Where did we 
get the 
information 
from?
Gains employment
Number of participants 
employed at the end of the 
initiative
HR department 5 1
Contingent 
valuation
172,800
The young 
people enrolled 
in the program
The Outcomes (what changes)
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For this example we have assumed that the initiative will employ five people, with a salary of 100 
DKK/hour for 30 hours a week, for 48 weeks in a year. We have further assumed that the relative 
value that the unemployed would put in getting a job through the contingent valuation method 
described earlier in the chapter, will be higher than their actual wage, as simply being employed 
might have an intrinsic value for them. Thus the value of the initiative per person in employment has 
been assumed to be 172.800 DKK per year, (30 hours worked at 120 DKK/hour, 48 weeks in a year). It 
is, however, important to emphasize that this number only serves as an example, and, if Guldsmeden 
Hotels were to use this method, they would in all likelihood end up with another value than this 
number represents. Likewise, we have not included any percentages for displacement, attribution or 
drop-off, as these are numbers that Guldsmeden Hotel would have to estimate themselves. We have 
Deadw
eight      
%
Displa
cement      
%
Attributi
on      %
Drop 
off         
%
Impact
5% 0% 0% 0%  kr.      820,800.00 
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
0% 0% 0% 0%  kr.                   -   
 kr.      820,800.00 
Will the 
outcome 
drop off in 
future 
years?
Who else 
would 
contribute 
to  the 
change?
What 
activity 
would we 
displace?
What 
would 
have 
happened 
without 
the 
activity?
Stage 4
Quantity times 
financial proxy, 
less deadweight, 
displacement and 
attribution
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however included 5% deadweight to illustrate how this applies to the final valuation. These 5% are 
subtracted from the total value which is the contingent valuation (172.800 DKK) multiplied by the 
quantity, the number of people how have gained employment through the programme (5). The 
equation for impact then looks like this 172.800*5*(1-5%)*(1-displacement in %)*(1-Attribution in 
%)*(1-drop-off in %)= 820.800 DKK. 
This number should then be brought to present value using a predetermined discount rate. 
Using the same method, Guldsmeden Hotels would be able to calculate the inputs and outcomes for 
the other stakeholders, and arrive at an estimate of the valuation of this specific initiative for each of 
them. Summing up all the valuation will give a total forecasted SROI. 
 
We have now exemplified how Guldsmeden Hotels could calculate a basic forecasting SROI.  It is 
however important to note, that doing so requires a certain skill set, as well as some devotion in 
terms of time and resources. Therefore, it will inevitably be a question of priority. Furthermore, as it 
relies heavily on estimates and the judgements of the people performing the SROI, the calculations 
might not correlate with the actual experiences until a certain familiarity is achieved with the 
methods. 
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10. Appendices 
10.1. Appendix 1: Interview with Sandra Weinart and Kirsten Aggerborg 
 
Guldsmeden Hotel 
22nd November 2013 
 
Anders: Okay so first and foremost we're gonna do an introduction if I could, it would be very good if 
we could get each of you to just state your name, and your position here at the hotel? 
Sandra: I'm Sandra Weinert, I'm the owner of Guldsmeden hotels. I run it with my husband. And 
*inaudible+… 
Kirsten: I'm Kirsten, and I've been working here with [inaudible] communications, for 7 years now, I 
think. And I've known Sandra and Mark since we were teenagers, so it's all in the family. 
A: Okay, that was great, but expanding on this we would also like to know if you can just maybe run 
us through a normal day here, and kinda outline what your main tasks here are, and what you would 
normally do at a typical day here at the hotel? 
S: That was a very difficult question. 
K: That's probably one of the most difficult questions I've ever been asked. There is no typical day/ 
S: We can tell you about what we should be doing. I mean this place is very much run by feelings, so if 
we feel for doing a new advertisement or something, we maybe start on the phone in the morning. 
We call each other… 
K: Yeah, we call each other… 
S: Sitting there waiting a little bit, and "ah I got an idea" or having joking around, getting a good idea. 
K: Yeah, and then we tell each other about possible deadlines that we have, and if Sandra can help me 
with something on the deadline that I have we'll talk about that, and the other way around. So we 
have it very much day by day. 
S: Deadlines can be like new offers for the website, launching new website, Christmas calendar, for 
example online Christmas calendar. It can be like advertising for the IMAX, we have, in Oslo, IMAX in 
the rooms instead of televisions, that we can do a lot of different advertisement there. Or promotion, 
if you would say… 
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K: And that's very much things that are recurring. These happen almost all the time. And then we 
have separate bigger issues like, yesterday my whole day was taken up by writing up an offer for a 
building in Berlin for a possible hotel there. And that was also something that would happen like, I got 
three days or something like "we need this", and they need twenty pages, it has to be very 
professional they're German they want [makes cutting noise indicating strict adherence to formality] 
like that, for a German bank, so that took up a lot of time yesterday, and will today as well. An offer 
for a Swedish building as well. So there are big things and small things. For me there are a lot of 
journalists, calling and writing and saying "hi, I would like to come and stay, and maybe write about 
the hotel group", because it could be any of the hotels. So that's very much part of my day, the media. 
S: I have another, what you say, a job here to be in between everybody… 
K: the mother of the house. 
S: The mother of the house yeah, because we don't have general managers, we don't have hotel 
managers, we have people responsible for different departments. Huga, she's running the kitchen, 
she needs to talk with somebody, sometimes Kirsten, sometimes me, and in a way sometimes her 
staff needs to go directly to me because if they have an issue, maybe I can give them an answer. 
Mostly here you ask the person you know will give you the best answer, more than you have to 
answer the person who has the right title so it's very... 
K: yeah, it's a very flat organization and that way, we don't really have a line of command, like you 
have to go to your boss then this boss then, we don't do it like that. 
S: So we don't have a lot of meetings, but we spend a lot of time "bla-bla-bla-bla", because  
everybody just says what they want. Somebody wants to talk with me they just come by and say "hi, 
do you have time after your meeting", and it’s difficult to say no, because what should I do else than 
talk to… 
A: Yeah, and that actually leads us to our next question because as we've asked you to outline a 
normal day here at the hotel, we would also like for each of you to, in your own words, describe what 
Guldsmeden hotel is about, if… 
S: From different perspectives. 
K: I'm not sure if we have different perspective… 
S: Maybe we should try to have. But normally we say that it's a good hostmanship. It is nice to be like 
a gust here. You feel welcome. You are spoiled, we are really truly interested in others like persons 
too. 
K: yeah I think it's about making a different product than other hotels. Someone said to me yesterday, 
"you haven't created another hotel, you've created another home" which is supported by the whole 
honesty principle. People can take what they want. People just let us know when they check out what 
they've taken, and then they pay for it. It's supported by the fact that no-one wears uniforms. We 
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have t-shirts for the people who work in the kitchen, that they can wear if we they want, but generally 
we don't do the whole uniform thing. So it is about the good hostmanship, but it is also about being 
maybe more innovative than the hotel industry normally is right? Because it's quite old fashioned in 
general.  
S: Especially abroad, I mean in Scandinavia I think we are more like, maybe America too, but if you 
take south Europe it is very… and in America, maybe New York and a few other cities they have 
boutique hotels and flat organizations, hang out by the bar. But most of the industry is run really, 
really old fashioned. Top leading [indistinguishable] and it's... You don't even use the same entrance 
you know? You don't eat the same place. I think it is the same here in some of the hotels 
K: I think so too, because i find that because none of us has had a background in hotels as such, which 
is otherwise quite common for the hotel industry. People they start an education in the hotel and 
resturantskole, and then they sort of work their way through that, and get an education, start working 
in hotels, they don't really have a lot of experience at other types of work. 
S: This is actually a good idea because it means, like it's nice when you know all areas. 
K: well it's good and bad. 
An: Yeah you say that you don't have any background in the hotel industry per se, but could you 
maybe tell us how the idea of how Guldsmeden hotels started? 
S: well quite banal, i mean it's quite simple because it is the same like, everybody wants a hotel, to be 
honest to you. We have this dream. Not everybody, a lot of women and men they say "I'll have a little 
place I'll run it by myself, it will be nice i could change the sheets, and you could do the cooking and 
that will be… 
K: We'll have a lot of guests, and it will be very cosy. 
S: So that was the idea, but it came differently, because there was, i mean it all starts with a building. 
You have a location. This location my husband can turn into a nice hotel, he's an architect, so that was 
the good combination between him and me, I have always been working in restaurants, it's not like 
my education, but I will say through my studies and then I was working in restaurants, and it was all a 
dream, he was working as a chef before he finished his studies. But you know everyone can change 
bed linen, everybody can make a breakfast, and most people can make a meal too, if they're 
interested in food so it's not like… so I think it was just a dream come true. It was possible because we 
had a location in Århus, and suddenly we got the loan from the bank, and things were just in our… 
K: and also you wanted to work together which I guess is maybe a bit unusual, many couples don't 
want to work together, and then they had the fact that Mark is an architect, he can find the building, 
he can renovate it, he can furnish it, and he's also a bit of an artist, so he can make it look really nice. 
They both have the hospitality gene, they love to have guests, so I guess it was a matter of joining 
your strengths 
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S: yeah, just doing what we liked. Now it's a big business, not like big like [hotels?] but still it is so big 
that we need to franchise, because if we don't franchise then we can only be at one place at a time, 
so if you have seven hotels you just have to do like this and say put a manager and say "it's all your 
responsibility. We don't like that, because I don't believe that one person can take all the 
responsibility. If i should take all the responsibility in this house i would die, just in one house, 
because my heart is closer to for example the kitchen, than it is the reception. My area is the booking. 
I like the booking a lot. Managing it. And I like the kitchen before I actually liked the cleaning, maybe 
because it was so usable… 
K: that's true, you used to love cleaning. 
S: yeah, I hate it now. But you know it can change, and i don't believe, you have managers coming in, 
now we are moving away from the subject i think, but just a little detail, you have a lot of managers 
coming here, there is unemployment in the business now, especially in higher positions because 
Scandic, Radisson, First Choice they quit a lot of managers because times have been very tough so 
now we have like, I don't know, 30 people, who used to be in high positions who don't have jobs now. 
And they are searching for jobs, and I understand  that, but they all come and say "I can do 
everything, I'll take away your headache", but i don't have a headache. 
K: you had a headache at the one time you tried to hire a manager, that's when you got a headache. I 
remember, she was driving everybody crazy. 
An: but moving back to this piece of paper here again, we would also like to know, this is a very eco-
friendly business as we have understood it so far, but could you maybe expand upon where the idea 
of eco-friendliness came into the whole idea of a hotel? 
S: maybe I can start… 
K: Maybe you can start, and then i will take over that is how we usually do it. 
S: It was like. It was actually to make it clear: it came with the kids. When you get kids you start to 
think a little bit more about "what do i put in my mouth?". Now “what do i put in the mouth of my 
child?” That’s where the eco food, the organic food came in. Now my husband has been sustainable 
thinking his whole life. He's from the country side, he is used to, they never throw anything (out), and 
he is like, I'm actually not the kind. I'm the other. I'm city child. If it's too old you throw it (out) and 
then you buy something new. Of course we used to learn to not to use too much energy, turn off the 
light when you leave the room, you turn off the water when you brush your teeth and all this, but 
that's more because our parents couldn't afford to pay all the bills, so they asked us always to. I think 
it is different today, because today in Denmark it is very different. But today, so what we are thinking 
about now is more, when Mark he renovates a building he uses every little piece, re-use every little 
piece if it is possible. And he takes a lot of time painting a door instead of just throwing it out and 
buying a new one 
K: It is in his nature  
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S: it is in his nature, so about the organic food, it was more like, it came with the kids. It came with the 
responsibility that now you have the chance to make a healthy child if it is possible to do better than 
you do for yourself, and then you start to, it starts to grow … 
K: you also had your inspiration from, what was her name?  
S: Oh yeah, Louise! Yeah we had this girl scout… 
K: yeah she was one of these old hippie kind, and she was working at the hotel just when it opened 
the first little one in Århus, and she is very into all that organic natural, so…  
S: and that is 14 years ago, and there was only one kind of jam, and then the bread…  
K: and then came the bread. Emmerys. 
S: so then it just grows and grows… 
K: yeah then it grew slowly and a bit randomly i think. I think we discovered that the food tastes…a lot 
of it tasted really well, and it was very, you know, the quality was just higher. But I think it grew a bit 
randomly, here and there and everywhere until the climate conference in 2009 when we had the 
COP15 in Copenhagen. And at that time we were in the middle of the financial crisis, and then 
everything unbelievably green all around us, all of Copenhagen was full of green options. And some 
greener than others, and especially also the hotel the industry was saying, "come here for your green 
meeting, come here for your green we will buy CO2 quota thingies for you and you can sleep here 
with a good conscience". So we thought, "Okay if this is actually becoming a marketing parameter, 
then I think we need to talk more about than we have”. Because it was never something we talked 
that much about, it was more the good hostmanship, the good location, the cosiness 
S: It was just here… 
K: it was just here, and it was natural but we didn't really talk about it. We didn't really find it that 
interesting… 
S: Most irritating was it when people didn't believe it, because you can say something…  
K: "yeah it's probably only the milk and bla bla we don't believe you" because people have a very 
deep seated suspicion of this whole organic [inaudible] so we thought we don't want to be like all the 
other green washers. We want to be different. If we are gonna be different, let's just go for the 
hardest part. I mean we are already halfway there, so i mean we might as well go all the way, so I 
started searching for a certification that was made for the hospitality industry, and I found Green 
Globe that I liked, that seemed to me to make sense and I asked around a bit, and everyone told me 
that this was a certification that was actually really credible and really hard to get also. So we went for 
the green globe, which took a long time to get, and now all the hotels are green globe certified. And 
when the possibility came to get the Danish Ø-mærke, spisemærke, because normally you could only 
101 
 
Ø-mærke food, but then they opened the possibility for restaurants, and places that had restaurants 
like schools, and hotels and so on to be Ø-mærket as well, so we went for the gold… 
Adnana: How many years has it taken all in all? 
K: While I think it took… 
S: It is a never ending…  
K: Yeah, but for green globe I guess from start to finish it probably took a year. But we were already 
half way there. It took a year for the first hotel to be green globe certified, and then the others came 
and that was much easier because all the work is in the first one 
S: yeah, it is the same concept 
K: It is the same concept so they just go through the checklist and say "are you all doing this, and this, 
and this, and this, and they say yeah, yeah, yeah, and it is fine. The Ø-mærket took maybe six months i 
think 
S: Well we actually had the organization, the Økologisk landsforening to help us with the golden Ø, 
they were actually a really good partner there, so that was nice. You have a really good setup in 
Denmark 
K: Yeah, I think we are quite far ahead  
An: [coughs] Sorry, I have a bit of a cold, and I think we will re-join that discussion later but first, also 
we would like to know if you have any formalized goals, values, mission, vision etc. written down, and 
that is something that is part of the business, or is it less formal in the idea of the business? 
K: Do you mean internally for us, for? 
An: Yes 
K: No. I would say… 
S: I mean look at the t-shirts, it's more like you have statements... 
K: we have some headlines that we feel are ours, and that we feel define us, and those help…  
S: and that help us to stay on track.  
K: and those are napkins they are on here, on t-shirts. But we don't give them a manual and say "here 
read this". 
S: Because then you can't use it, I mean you just put it back on your shelf and forget about it, until one 
year "oh i have to update it, oh it is so boring" , but here is fun, I mean “Love food, hate waste” 
reminds everybody here "eat your food, don't throw it out" but then we have the mission to make it 
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so delicious that you will eat it, so you don't feel like "oh, I should have never taken this". So it is more 
like really active… 
K: Yeah, working it into the process of developing… 
S: Yeah it is more fun. Trying to anyway. 
K: But if you are looking for something written down, I have pages, and pages, and pages  
An: no it is not it is more to get a understanding of how you run the business  
S: It is okay if you say "yes please", because we will have a full mailbox before, she loves it! And now 
you need it when you are doing this… 
K: yeah, this SWOT thing. 
An: But expanding on this you don't, I guess, do you have a formalized language as well regarding 
your response to responsibility, or no, sorry, not responsibility but sustainability? Or is it that as well 
unformal, more… 
K: No, no we had to write a very long document for Green Globe, the sustainability management plan. 
That was a demand they had, so we do have that, of course. 
S: it is actually on attached to our website, so you can find everything there. 
A: But also we would be interested in knowing if you have any sort of language regarding how you 
actually, do you have a name for the way you approach sustainability, or is it just  
K: well I don't know, I just usually say that it is dedicated sustainability… 
S: It is like not a religion but we say it is like… 
K: Well we are a bit fundamentalist about it, because we are always saying, if we make it hard for 
ourselves, and if we go for the highest goal, in a way it makes things easier  
S: We don't have discuss which [inaudible] "should I buy an apple, oh it costs 8 kroners today without 
tax, a big organic apple, or should i just take the  one for one kroner" it is like "ah, who cares". It is like 
the farmer. "okay, I'm not certified organic, but it is because we never use pesticides", but then you 
have a year everything went wrong, and you think "ah just a little bit. It doesn't harm anybody". You 
see, that is so easy for everybody to default… 
K: to take the easy solution, we make it easy for ourselves not to take the easy solution I would say by 
being certified by something like Green Globe, or the Golden Ø, because it just does not leave any 
room for jumping over where it is easier. So in that way i would say dedicated sustainability, and I also 
very much feel in regards with sustainability that we are curious, it is in our DNA… 
S: I LOVE IT! [laughs]  
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K: I would like to say we are curious about sustainability, because I think it is not just something that 
you do, and that you implement, and then you finish "done, we don't have to worry about it 
anymore". It is changing all the time and we learn something new all the time 
An: It is a work in progress 
K: It is a work in progress like when Arjan came here and he said Creating Shared Value, and I was like 
"what, what is that". you know we learn something new  
S: And that was actually what we were doing, but we could work harder. 
K: yeah we could work harder on it, we could maybe learn how to focus in that direction, so I think 
that curious and dedicated sustainability probably covers it 
An: Jumping a bit in context here, we would also like to know how many hotels and employees the 
group or the chain overall has, if you know? 
S: Yeah, i can count. I think it is seven, isn't it?  
K: We have four in Copenhagen, one in Århus, one in Oslo, [Montong?] in Bali, so that's 8 including 
S: yeah, but let's say in Bali we are sleeping partners, it is very much Guldsmeden when you are there. 
It is our partner who produces furniture for Indonesia, so he's a big part of Guldsmeden, design, 
everything, but we don't. We can't run a hotel in Bali. It is too far away. 
K: So hotels we are actively involved in are six, there's the villa rental which takes up a lot of your 
time, and the resort. And I would guess about a 100 employees, well if you count Bali as well there 
are more  
S: Yeah, because they are 50 just for eight villas 
K: yeah exactly, so excluding Bali around 100 I would think. 
S: It is a big land [referring to Bali]. They have 10 gardeners for example 
An: And also maybe something that would be too, a bit too abstract, but do you have an idea of what 
the yearly revenue of the chain is overall?  
S: We can send you some files. 
An: Okay, then we will take that in the follow up thing. Moving a bit now we are interested in 
discussing your customers. Particularly. And it would be interesting for us to know if you could 
describe a typical costumer here, if there is such a thing?  
K: If there is such a creature, I'm not sure 
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S: I saw so many different faces this morning, and i say i mean if you put them on a line, and say "who 
stays at Guldsmeden, who stays in Scandic, who stays in" you couldn't do that, because I see all types. 
It is more like somebody is here for the first time, "oh that's nice". Normally people they don't. They 
are happy when they leave. Some people think "Oh, it was amazing, I have never experienced 
anything like that". Somebody just think "it is a hotel. It is a nice bed, it is a hotel that, you know next 
time maybe I stay with the neighbour because it is just like, other prices locations, that's it I compare, 
and maybe I take the best offer". Then we have those dedicated guests, they come back every time. 
And they even go and tell their friends, and their colleagues where to stay, and that is actually… 
K: yeah, I think in terms of types of costumers it is quite impossible for us to say that we have, we 
don't have the guests who are looking for something cheap. And that is not because we are super-
expensive, it is just… 
S: Actually we are on the same price level as most hotels on…  
K: most hotels on our level, it is not that bad but I mean that would not be the guest looking for a 
cheap stay. But other than that I would have to say, we have men, we have women, we have all ages, 
we have business travellers, we have leisure travellers, kids, dogs, old people, people from, they come 
from. We used to say that okay, maybe it was a bit difficult with Asians because they are used to a 
very formal type of experience. For them service…  
S: they need a uniform… 
K: They need a uniform, and they need you to be very humble. We are not very good at being humble, 
because when you invite someone into your home, you are equal, you are on a level. So, but I think 
even China and Asia, I mean it is changing, the younger generation is already changing so much, so I'm 
not really sure we can exclude anyone 
S: Let me tell you, I can tell you something funny, sorry but next week on Monday we will have a big 
group checking in on Sunday from Russia, and it is because sustainable thinking and organic food, is a 
big issue in Russia now and I will say because, and this is just a little thing to sustainability and the 
organic, when you have a hotel in Dubai which has seven stars, what should you do next, because you 
can't just continue because all other places just has 5 stars, that is the highest you can have. But when 
you want to add more luxury, and you can't put more silver and gold and diamonds, what is luxury? 
Then luxury starts to be another… 
K: More another dimension, yeah. It becomes something different. That is what we see in Russia. 
Because they are always looking for something a little bit better than they had last time. And now 
they know that if, [it is more to be smart it is not to be like chique?] it is more to be, to have a 
meaning. If you can't fancy all your gold anymore, and all the people bending to you 
K: Yeah, and that stopped being fashionable when crisis came, before the crisis everything was gold 
and diamonds and fur just couldn't be expensive enough. The more expensive 
S: the more you pay, the better… 
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K: Yeah, and that became very uncool I think with the financial, I mean there are still pockets of 
people around who will buy a bottle of champagne and throw it on the floor and leave it, just because 
I can. But I can see with the younger generation, that they don't look at them and say "He's so cool", 
they find them ridiculous. So I think it became very unfashionable to overspend. So I think this whole 
thing of paying what, you have this thing where you love to say which is, that you get the right value 
for what you pay 
S: the value for money 
K: the whole thing, that it makes sense 
S: It's what you are looking at, especially when you are travelling. You know you have a travelling 
budget, if you are travelling for your company: those people are interested in coming back with the 
receipts but you still want a kind of luxury because you are working, you need to be fresh in the 
morning. You need a good nights sleep, you need to feel at home and not feel too strange here. I have 
the same, before I can relax. Today it's expensive. In America, people have three weeks of holiday. 
They are going away, you shouldn’t disappoint them because they have been waiting for this holiday. 
Maybe they didn't take a holiday for a year. They have high expectations, maybe a married couple in 
their honey moon. The sustainability is to give it another dimension. Something they didn't expect. 
An: That is actually our next question. What is the value that makes your customers return here? 
K: I was just about to say something about that and I think I can use it also to answer this question. I 
think that one thing that is common for all the people who come here is that they are not 
uncomfortable with establishing personal relations because the whole other side to this not having 
uniforms is that people become your guests. They see the employees as people. We usually say that 
we are quite loud compared to other hotels but we are allowed to be who we are, we are not just 
servicing you. It is people who enjoy establishing a personal relationship with the hotel and are not 
intimidated by that. I think that what makes our customers come back, this is actually something I 
have thought a lot about. What makes our guests so loyal? I think that you only become loyal when 
you have a relationship with somebody. If the hotel is all about your needs and doesn't show any 
personality, then if another hotel shows up that can service your needs even better, cheaper, better 
bed, better location, then you won't hesitate to change hotels because it has always been about you 
and you needs. Whereas, if you have a relationship with a hotel that you come to, if you have a face 
and a feeling and you feel the personality, then you will look at this other hotel and say “well, it looks 
really nice but I love Guldsmeden so I'll stay here”. I think this is what our guests do because we do 
have a much higher rate of loyal guests than other hotels do. I think it is because we put our 
personality into the mix, not just our personality of Guldsmeden but also the personality of each 
employee because people are to be hosts in their own way. 
An: Where do you think the sustainable factor comes in to play in this aspect? 
K: I think it comes in to the aspect where they see that we have thought about it. They can see that it 
has not been the easy way out. I think that most of them, if they think enough about it, they can see 
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that this is not something that we make money on but we do it because we find it fun and interesting. 
I think they sort of reward that, the sense that we really do feel for what we do. They just like us for it. 
Simply 
An: We divide this in what we call environmental and social value and first we are going to talk about 
the environmental side. To start with we would very much like for you to maybe tell us which 
initiatives you have here at the chain that you consider the most important or the most interesting of 
your environmental initiatives. 
S: Right now, the most interesting I think is for the whole Guldsmeden story I think the renovations of 
the buildings are the most interesting but in daily life like here what gives us most work and most 
pleasure I think is “love food, hate waste”. 
K: Yeah the whole recycling of the food and being very careful about the food is very is very 
important. I mean something like changing energy company of course, that is something you do and 
then don't really think about it, you turn the lights on and off and of course it gives you a good feeling 
to know that you've done what you could and to get energy from sustainable sources. But it's true I 
think, it's in the daily operations,  it’s this whole thing like we have for the housekeeping team we 
have ten golden rules which is: if there are books and magazines left in the room please bring the 
down to reception so other guests can enjoy them. You don't have to but, you know I mean... 
S: Not that you have to. It's kindly informed that you have the possibility to do it. It’s not about you 
feel bad about just being there: “oh I can't use any water” 
K: Yeah, but I mean this is the internal rules that we give but then we have for the guests as well, we 
have tips: turn off the water when you shower. I guess a few people have reacted by saying: “ah it’s 
because they want to save water” but you know its a win win. We save water, we save money you 
help the environment. I mean if it's just to put it out there we don't feel bad about it but of course we 
have to do it with a sense of humour. Other than that I guess it's just everywhere, Sandra spends a lot 
of time sourcing things like the most sustainable toilet paper and then finding things that are of a 
good enough quality to still be compatible  
S: Some of it is for fun, some of it is that we just can't live without and some of it with respect for 
everybody we have to do it. About throwing the food, we have garbage police looking. If you pass a 
garbage can and see a sausage well, it can't get too old. I mean, OK, we used it in the buffet but we 
can make pizzas or we can make something else out of it so I think the last few years we have really 
moved on. It is the biggest problem, you know that? In the world, food waste is huge, especially from 
industry like us, we are big wasters, together with the supermarkets, together with restaurants but 
even restaurants are getting much better and it's easier for them. You know, you go out and you have 
a dinner and if the food is delicious and well prepared we eat it all. Like yesterday, I went out and... 
K: You didn't finish it. 
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S: No, and I felt very bad you know. I was hungry and I had to go home and eat something but I didn't 
like it. The quality was not good enough. I know I should be a better person and say “you just finish 
your plate” period. But we are so spoiled today so we really need to work with it. In my opinion, I 
should always finish my plate, I am a grown woman. I understand my kids are sitting there saying “oh 
we don't like it” but in real life I know I will not starve, I will not die if I go to bed. Maybe if I'm lucky I 
will lose an extra kilo. So why should I sit there and eat the food I don't like? So we are so spoilt so we 
have to take action were we actually are in our mindset. We have such spoilt people in there, us too. 
To make them finish their plate, with pleasure, we really need to cook the very best. Put it into 
smaller portions. Even tapas, when we serve, we have to tell them, “this is a small tapas, if you want 
more just ask”. 
K: But generally we do have that, big and small. 
S: We have been talking about that communications in the tapas. 
K: Yes, exactly we need to do more about that. 
An: Moving back to the whole discussion about green globe, we would like to know: why did you 
choose, first of all, to get an eco-certification also why did you choose Green Globe? 
K: Well we chose to get an eco-certification to differentiate ourselves from all the other hotels who 
were claiming to be extremely green at the time of the climate conference. It became a marketing 
parameter and we felt that we don't want to be like the rest of them. We feel a bit superior, truthfully 
so I guess we wanted a certification to support that. Why it became Green Globe? It was actually 
difficult to find something that was completely custom made for the hospitality industry and Green 
Globe was the one that came closest. Also, we really like, well if it would've been crap we wouldn’t 
have gone with it, but we also really like the name and the logo. I mean the communication of it is 
quite strong, that is important too. If you want to use it as a communication method, as a tool, you 
can't have something called ISO-blabla. You have to make it understandable and attractive and make 
people curious about what is this Green Globe. Who ever got curious and went to read about 
ISO14001. Some people do but most just go “I don't know what that is, it sounds boring”. 
An: Has it influenced the initiatives that you choose to do. 
K: Oh yes, very much. 
S: Of course, all the time. All day, every day. 
K: I think every time we do something it spins off into something else because you learn something 
new about something else. That is what is so interesting about this whole sustainability journey, you 
are never finished because then you meet another person who tells “oh but did you know about bla 
bla” and you say “no I didn’t know that, tell me more” and you find ways to implement it. 
An: A bit of a technical question, what were the requirements for you to be Green Globe certified? 
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K: There were about 400 questions that we had to answer and a lot of them were about “what's the 
size of your property? How much energy do you use and where does it come from?”. There were a lot 
of technical details that we had to supply them with. Everything had to be measured but that was not 
enough, we had to be below a certain level on many things. 
S: “What do you use? How do you use it? Where do you get your electricity? How do you wash and 
how many? How can you save towels or energy in general? How can you change sources? 
K: Also, 5% improvement yearly, not on everything, but on certain aspects that you are also part of 
choosing. 
Ad: Is it you yourself measuring or is it...? 
K: Well, in Denmark it is so easy because it is all measured by whoever, the electricity company will 
give you an invoice that say you have to pay this because you have used this. The waste management 
people, they will let you know exactly how much waste they have been collecting from you so 
everything is in the invoices which actually makes it very easy to substantiate towards Green Globe. 
They don't accept that we just measure it, they want to see proof. Third party proof. 
An: So obviously you have had to adapt to these requirements but have you encountered any 
difficulties in doing this or has it been a fairly smooth transition? 
S: We are many people doing it. We count everything, in our accounting we have all invoices are 
registered. 
K: But is there anything that we had to stop doing? To keep Green Globe or the Ø. I know we had to 
stop buying things that weren't organic. The Golden Ø has limited us in certain way. 
S: But its not like we weren't aware of it. Its not a problem. I mean we have so much organic wine in 
this world that you could...  
K: Actually it becomes really fun to find all these things. In the evening the bar is open and you have 
all kinds of liquor that are all organic and people find it really fun. They come and say “can I have a gin 
tonic?”. Then they go “what is that?” because it is not Gordon's dry gin that they are used to. 
S: Maybe there can be a few issues, take a coca-cola. Someone might say “I just want a plain coca-
cola, you don't have that? Is that so difficult?” Yeah actually it is because I can go and buy one for you. 
It’s not like you’re not allowed or anything but in this house we decided and it would be the same if 
you go into Starbucks and say “I don't want a Starbucks coffee, I want another coffee”. But you can't 
because you are in a Starbucks. Here we are in a hotel where we have only organic food and drinks. 
So no, I can't just give someone a Coca-Cola. We had for a long time problems with the staff. The staff 
for a long time said “we don't like it, we like something different.” We have a lot of Polish colleagues 
and you know, they just needed their Coca-Cola light or what it was or they needed this special salad 
for lunch. We had to say “we can't buy it”. Then they wanted to buy it for themselves and put it in the 
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fridge but when the lady from the Golden Ø comes she goes through our food and says “what is 
that?” It is not good enough. It took us maybe a year... 
K: Yeah to make people really understand. 
S: But now everyone loves it. We have a lot of our colleagues saying “I am healthier now”. A lot of 
young people, they will just have fast food three or four times a week because they don't cook for 
themselves. They don't live close to their parents, who are in Poland, so who should feed them? They 
come and they have two good meals every day, that's enough. They have a breakfast and a hot meal 
every day. That was a big change for everybody. 
An: We've talked a bit about barriers so far, becoming sustainable and all that. We would also like to 
know if you have experienced any financial initial barriers. Has it been expensive for you to do a 
transition to a more sustainable business? 
S: Well, we have never done a transition because that was how life was from the first day. A piece of 
bread was not 2 kr. it was 10 kr. 
K: You always bought really expensive food. 
S: Yeah, jam was not the jam in a big bucket 20kr. for 2kg, it was a small glass. 
K: I mean if that had been the way we had our breakfast or our food in general , it would've been a 
major transition, no doubt about it, but from the very beginning when they opened in Aarhus they 
just bought the most expensive bread and the most delicious things and I guess it’s because... 
S: It was easy, only fifteen rooms so we just got used to the [inaudible]. 
K: Yeah just make it really delicious right? But I think Guldsmeden very quickly became known for a 
fantastic breakfast and that is actually one of the things that people are always saying: “ah 
Guldsmeden, they have the most amazing breakfast.” So I remember Sandra always saying through 
the financial crisis “First of all I don't want to figure out how much the breakfast costs per person 
because it will just make me depressed. I don't want to know.”. The second was “We can't 
compromise on that breakfast because it is such an important part of Guldsmeden.” If we suddenly 
started serving canned ham or something like that we would lose such a big part of our identity. 
S: Then you have to be surprised, that's the whole selling point. You are getting something you didn't 
think you would or something you had never tried before. 
K: So our food has always been expensive so in that way I don't think...  And energy? No, I guess a few 
things were a bit more expensive but nothing major. 
An: You write in your brochure, I was reading it earlier, that “No man is an island” therefore we would 
like to know whether you have worked with external partners to be more sustainable and to get these 
certifications and in what ways that has helped you. 
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K: We sort of collect people, very much. We make friends, often it is because of someone coming to 
stay here as a guest and then we... 
S: It is actually a very good thing, to stick to your friends, to stick to your own kind. 
K: Yeah then you learn more people, I mean a friend will tell you about another friend so in that way...  
S: We don't have to explain things to them. When we work with suppliers they only deliver organic 
food. It is much easier to work with suppliers who sell both. When we go to Eskov I don't feel at home 
because I have all these non-organic things around me so I can't just choose from everywhere. I have 
to find exactly the shelf which says organic and then I’m limited. When I go shopping in Naturfrisk or 
other suppliers... 
K: You know you can choose freely. But every one of these suppliers that are completely organic are 
also completely dedicated about it which means that they will be the ones to tell us “oh but did you 
know about this”, “oh, I just heard that” and “you have meet this guy because he's amazing”. I think 
for us an organisation that has been very important in the last few years is the guy who audited us for 
Green Globe who has his own company called WST International and he has been a huge source of 
inspiration in so many ways. He knows everything, he knows everything about the hospitality industry 
and he knows everything about sustainability so he has actually been very important to us. Apart from 
that we just collect people and inspiration and I think the people who are drawn to our hotels are 
often people who have an interest or work with sustainability and we'll talk to them. So external 
partners? No, we didn’t go out and hire a big consultancy company and say “we'll pay you a huge 
amount of money make us sustainable”. 
An: We have talked a bit about it earlier but do you have any ways of formalising or measuring your 
environmental performance. 
S: We do have for Green Globe and it is online so you can see it. That is the most formalising we have. 
You can't measure how much food we throw and that is very complicated because here you don't sort 
out your garbage. We have bottles, cardboard, paper, light bulbs and other but about food I can only 
look in the garbage can every day every time I pass. That is my kind of measure  because how should 
we do it? Today, most of what we do, we have do it with our heart because you can buy a system to 
measure and are doing too much like when we are doing coffee. Now we are buying a machine that 
always takes in the beans, water and now you always use too much, you always put for more people 
than you are. You can take machines and help you to measure things but you can't have machines for 
everything. When you are talking about people it's more about to inform them. To be sure that 
everybody here, they know what way are we going. 
K: I think also, we do have an accounting department as well. I think that they keep an eye on 
everything. They know how many guests are in the house, they know how much money is coming in 
so if suddenly the cost of food exploded they would be there to say “hey, something is wrong, go 
check out your processes” 
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S: You take the occupancy, you take the average price for the rooms and you divide it and you find 
out how much did we spent per guest. You know, salaries are so high in Denmark today so you have 
to believe in people. We have 'honesty-bar' we don't have mini-bars where you are counting stuff 
because it is too expensive to have somebody count how many beers did you drink so everything is by 
honesty and that is the same way we are working. We have to believe, we have to think that when 
Sara, she is in reception, when she wants to take a piece of paper just to write a message she doesn't 
take the new piece she takes the recycled paper 
An: Have you experienced any environmental initiatives that you have had to abandon? 
K: The solar panels have been difficult, we have gone back and forth on solar panels. I think it's 
because the regulations kept changing and also I don't know if there was some kind of problem with 
the fact that we are in Denmark and it's dark all the time. 
S: Yeah, that’s it maybe, but it seems like if you put them on the roof, there is a lot of renovations and 
you have to fix them. They break, maybe also because of the climate maybe. Maybe it’s because it is 
very windy up  there, I don’t know. But they say that you should not do it for the investment you 
should do it for the story telling. And maybe it is actually good for the story telling, because it keeps us 
in mind and we have to ‘’limit’’? 
An: But have you abandoned the solar panels or are you still…?? 
S: Oh no we would never, we just need the right time. Definitely it will come, or maybe something 
else we will see.  Maybe wind energy. We have a lot of wind up there. Maybe more wind than sun. 
An: So it’s the regulations that are making solar panels difficult for you? 
S: Yes, as far as I remember. 
K: But there were some practical issues too.  
S: Yes, it was the fact that the quality is just not high enough. 
K: Yes, it wouldn’t generate enough energy.  
An: We talked about it a little bit before, but what benefits do you see in being environmentally 
responsible. 
S: Everything.  
An: Everything? 
S: I mean it is the biggest selling point. We like to say that it is the nice place to come. It’s a nice 
environment, sweet people and I mean having good time together.  If we didn’t have that I don’t 
think people would come. I mean we all say that. Usually they say, come to us we have the biggest 
WHAT in the reception. We have the biggest smile and you are truly honored, welcoming guest here.  
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But about that, about our simplifications??  The other guys, they don’t have it. They have Green Key- 
Grøn Nøgle, and it means nothing. They are not even recognizing it. And, as A said, you need a nice 
logo. And Gloden Globe is the best thing we have ever had.  
K: Can we have a break?  
An: Yes, of course.  
[2 minutes BREAK] 
An: I think we should just continue here. We talked about how environmental approach saves your 
profile, and therefore we would like to know if there are customers that are more or less attracted to 
the chain in general? 
K: I can be very specific there, because I can tell you that creative people ask for a bit more than a bed 
and apartment space. They like to be surprised. We have quite a lot creative people. We have 
architects and musicians and artist, but at the same time we have, medical organizations, they love us 
too.  Mean we do have people that care about more than just a bed. I mean some people just say that 
they don’t need that, ‘’I just need to sleep’’, and it is ok, that is why it is a hotel. We all sleep. And 
some of them say ‘’I just need a bed, and I have to park my car, and I don’t care what COLOUR  the 
water’’. Ok, maybe you should just take a Scandic hotel, it’s much cheaper. And it’s not to be rude, it’s 
to be honest, because they can save like 500 dkk , and they have free parking there. And they are 
thankful for the tip. You know, it would be just crazy for me to have his guy in here, because, maybe 
he would love it or maybe he would just find it irritating. He would probably check in and go to his 
room, but most of our customers want the whole company. They usually come down, and talk to us ‘’ 
oh this is interesting, oh I never saw this before?’’ and they ask how we saved this, and that. But I 
guess you have to appreciate it a bit, since you pay for it. 
An: Are there any other environmental initiatives that you are planning for in the future. We were 
talking about the solar panels , and it seems like it’s an ongoing process. Are there any other things 
that you are… 
S: In our dreams, we have all about making all the balconies green. We collect the rain water, from 
the roof, and then you have to clan it because it’s very dirty water, and than you have to take it down 
and bla,bla,bla. It depends on the time and the money we have, and on the community. How they 
support us. I mean trash, we would like to sort out much more, and keep all the food in containers. 
Actually, we can have another trash company, that will keep the food in the containers and they will 
turn it into energy. So that would be the next step, but you need to have a basement where you can 
have all the containers. So it will not be in the new hotel, because we don’t have that kind of space. 
We are not allowed to put them, they have to be hidden, they have to be in special room, and guests 
have to know about that. There are some regulations. But next time when we get a property we will 
of course do it.  
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Then we have old properties like this, we would like to make them more stable, because they have 
old windows, the heating, it’s an ongoing process. But than you have GRAND Plaza ( TWO TOWERS?), 
that is the greenest hotel in the world, but you have concrete 200 meters up, 200 meters down, it will 
never be the greenest hotel. But when they are brand new, you have to appreciate their way of 
thinking. They can heat and cool down from the water below.  It’s a good idea, but it is such a 
pressure on the environment, by making such a big concrete block.  
K: It is also like this. When you are thinking of establishing something new, you always have to think 
as oppose to using something that is old. I remember, when Niels from the Green Globe told us that it 
is much more sustainable to buy an old Mercedes and use it until it dies, because it has already been 
made. It is much better to ‘’finish’’ old things, than just establish new things.  
S: Yeah, and just by quality, because you have this new customer [inaudible]. They only take from 2, 3 
up to five years, and then they are finished. The quality is so bad. Because you cannot make a car for 
100.000 DKK. It’s just not possible. Ok, without the taxes you could. That’s what we really want to 
focus on the future, to keep up the quality. You see, buy quality things. When you buy quality things, 
most of them are produced with people that get better salaries, in factories that are made for human 
beings, too. I mean, that’s how it is. Quality gives quality which gives quality for manhood, for Earth, 
for everything. Then, we can’t all buy hand made leather gloves from MS. You will never use them, 
you will have them for 100 years because you pay for 20.000 [DKK] each. But, you can have it in the 
top of your mind, when you go shopping, maybe I shouldn’t buy 10 pieces in Tiger shop, maybe I only 
buy one piece I need, you know.  We all need to think about it because we are big spenders. We just 
buy and buy and use and use. 
An: You were talking before about factories that were made actually for human beings, and that kind 
of moves us on to the next part. We would be interested in hearing more, whether you have some 
activities that have more social than environmental aspect?  
K: Yes we do. 
S: It is actually difficult.  It’s not easy, to be aware of it, to spread awareness, because we have such a 
good life here. I mean if we think what is  Fair Trade In Denmark?  Is that the salaries, My God they 
are high.  They are killing us. They are.  
K: But we should talk about the activities that we do have, like Borne HjerteFunden, anti-traficking, 
this whole new project about the kids. 
An: Yes, that is what we would like you to elaborate on. 
S: But, it is not something we have in our… I mean we have activates, but if you talk about… a big 
issue today, especially in the  area we are in, like organic food and sustainability in general, a lot of 
people talk about fair trade. But what is fair trade? In Denmark we don’t have it, because people are 
getting right salaries, so you have to look at other criteria, like you say, to support special areas like 
cancer or heart diseases or things like that. 
114 
 
K: As far as I know, you have been always involved in some kind of charity, but maybe it was a bit 
more random at the beginning  
S: It was, and it was so difficult to lift yourself up. Because, ok , you hear a speech about kids with 
heart diseases, and  it’s heartbreaking , you know, but you need a client. You think like, oh my God, I 
want to help you, but  then next day you are in another place, and you are having fun. I mean it is not 
on top of my mind all the time. If I was in a country like Bali, like Indonesia, where you can see people 
working for small salaries , they are so depended on your tips , and how much you spend , because 
they get a part of the turn-over. So, I think it is very different. I know big companies like Danføss and 
they go and stuff like that. They have a whole department working with it.  Here you only have ‘’A’’ 
and me, so we really have to be strong in our minds. 
K: I remember 2007, that is when because we have a very tight connection with something called 
Borne HjerteFunden, that we have been supporting for 6 years now, it started in 2007. And that was 
actually a guy that was a doctor at a hospital, working with newborn with heart dieses and he said 
that there is not enough focus on that . And those are usually people that got those because of 
smoking. But nobody focuses on children with heart dieses so he wanted to start a foundation for it. 
And he was just very inspirational , and we wanted to support him, so this is how the whole thing 
started. And that was very inspirational to be part of that movement at that time. And now it’s sort of 
stuck with us, now it’s been incorporated into HjerteForeigning because they thought we can’t have 
something called “Hjerte”, to be a part of us. So they kind of took it under their wing, and we still 
work with them. Maybe you want to tell them how. We use the bikes … 
S: We tried to collect money at the beginning, for the first two years. We would ask for 2 euros from 
the guest , and that we would double  those 2 euros. And it was actually decent money, but it was so 
hard at the beginning.  Every time you had to take people in and out, I mean we just got tired. So than 
we turned into bike renting, so a part of the bike renting goes directly to the Hart Foundation and 
then they give room nights to the families involved. Often, they are under very high pressure also in 
financial way, because one of the parents can’t work, they have to stay home, be with the kid. I mean 
we went different ways, and if you ask about the amount, because it is always interesting, last year it 
was 165 thousand we collected, and half of it was cash, and the rest of it was in room nights. 
K: next year of course we have to raise a little bit more. 
S: We also support different thing. We really like Green Peace, and we give the special rights, we do 
something extra for them, that is also where we are supporting, which is saying ‘’we will make it easy 
for you to choose us’’ because they want to choose us.  But there is also one more thing that I think 
we should tell you about.  And this is when we moved here to Helgolandsgade, you probably know 
this area around Istedgade. There is a lot of prostitution and drug dealing, and that is something that 
became very visible. When you are at Vesterbrogade, you don’t see it that much, but here it was just 
right on our door mate. You know you were getting of your bike you were thinking ‘’this is someone’s 
kid. Why is she standing there?’’ , and you couldn’t help becoming involved in your neighborhood. 
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K: We made a campaign about human trafficking. And this campaign , there were actually banners on 
the streets and t-shirts and everything, and it was very big. Actually some of the hotels were working 
with us, and it had a lot of PR. 
S: Yes, the press found it super interesting that a hotel would go out and say ‘’we have a problem with 
our location’’. That is not very normal, not to say ‘’this is the best place in the world to  be’’.  So the 
fact that we addressed the location problem got a lot of attention. 
K: It was like, if we don’t talk about it, it seems like we are accepting, so we started shouting out loud 
also when the guests arrived, in the information map, they could read about our neighborhood. They 
could see that it is central, beautiful, close to everything, but   there is also this issue, and we are 
definitely supporting everything, most of our time.  We actually spent 100 thousand  dkk on the 
campaign. It sounds not that much, but it is a lot of resources in the middle of the crisis, it was the 
worst time of all, to say that we have a shitty neighborhood.  But it was o good, and  it was actually 
the kick start, for the whole discussing here about trafficking.  
S: yes, because people have said to us… people would come here… a lot of guests responded really 
well to this campaign … because when you come here you can feel all the warmth and it’s friendly,  
and we eat good food and everything is so nice, and then you get on the street and there is misery, 
hell outside.  If we didn’t tell people that we are actually trying to do about it they would feel that 
we’re a bit cold.  Like you are having a good party and people are dying on your door step.  
K: otherwise they were saying ‘’ you don’t mind this?’’ there was so many bad reviews, at the 
beginning on Trip Advisor. Then it just changed, when we said’’ no we have chosen to be here 
because we belive this neighborhood shouldn’t be like this, no one should live like that’’. I mean we 
could close our easy and establish the hotel somewhere else, but that wouldn’t make that go away, so 
we want to be here and do something about it, and then everything just changed. 
S: we also had like a local little fight, because there are a lot of organizations here, that are trying to 
help those girls, but in a way they are keeping them here, by giving them food, and clothes, attention 
and taking them to the hospital, and all this help, but you know we don’t want them here.  It’s not like 
we don’t want the girls, we just don’t want to see what they are doing. And the response is ‘’But they 
have a better life here , that they had back home in Romania’’. But it’s still not a reason.  And this is 
like we are accepting to sell people in Denmark.  We would never accept that if it was a Danish 
person.  Can you imagine that?  That  we had an 18 year old Dane, selling herself?  
K: It really made us state our own attitude towards the state.  
Ad: Since you started the campaign have you noticed increase in the revenue? 
S: Yes, so it actually helps to speak out and be honest.  
K: We were a little bit scared at the beginning, if the people would stay away . But it didn’t go down, 
and eventually it has gone up.  I don’t know if that’s been a part of it.  
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S: But we are helping each other now. If renovated Istedgade it would be a really nice neighborhood. 
And it is not like we think we live in a fairytale world, but this is the amount… 
K: It was also very concentrated, because Copenhagen is small. For example in London it’s spread out 
in a bigger area. Here it was just like ‘’hell’s kitchen’’. 
An:  Those social initiatives, was it something that was the idea from the beginning or is it something 
that just came along ? 
S: It has been there definitely from the beginning, and this is why it is so hard to make statements like 
that, because I remember couple of years ago everyone was asked to publish on the website what 
they are doing.   But it doesn’t have to be like this. It can be anything. It can be help for your college 
who doesn’t have money for the down payment or children camps. What we need to do know, as we 
are getting bigger we need to support , because it is getting easy for us. We know exactly what to do.  
We know that we can collect a certain amount. It is important for the organizations to know that we  
can support them more than one year, and they can put in their calculations that they will get a 
check.  
K: But we also have to make sure that they spend in a way  that makes sense  to us.  Because they are 
part of corporation that has in itself a lot of money, so our donations could also make a bigger 
difference somewhere else.  
S: But we have to remember that our money is not good enough, but we have to give them visibility. 
If you have a foundation that supports children with heart dieses, and you give them 2 million-5 
million every year  they just get the money but they don’t get more members.   We really give them 
members , because it is really visible here. On bikes, on our websites.  We talk about it every time … 
An: We have talked about it a bit , but do you have any thought of what possible limitations for your 
activities may be in the area you are affecting. 
S:  It is especially the money we can give , because we can choose to say ‘’ ok we have 5 million here, 
but this year we have to take one million away’’, but it is not happening like this.  
K: What we would like  is to do something that is something inside of the company, to be more 
integrated with the operations. Right now we are doing something that is outside.    And that is 
something that I feel that is important , because it is just too easy for big corporations  just to say ‘’ ok 
I will just give a big bag of money there, and then I am absolved . I have done my good deal and I 
don’t have to care about it anymore’’ it’s just not who we are. 
S: We need to have it in our daily life  
K: Also this heart foundation means so much for us; because everyone who works here get to know 
them and they are so happy that they can do it for them.  So we can see how much it gives us, when 
we can bring it to the house, and it makes employees happy. The limitations are also time. We can’t 
afford to have someone employed full time to do CSR or whatever. 
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An:  We asked you the same question with the environmental, did you have to abandon some 
activates that you were planning to implement?   
K: We are hoping to start up soon. We are planning to start activity on youth unemployment . 
S: Especially people with another background. Not the Danish one.  
K: From other countries. 
S: there is 20 000 internationals just in Copenhagen. And it does something to you mentally, when 
you start up your life with not being needed, and then you are just drain on the society.  And I don’t 
think you ever really recover from them completely. 
K: But I remember what you said, that the hotel industry can solve almost itself the youth 
unemployment problem. I mean look around us. All the people in the house keeping are all from 
other countries, because  for so many years we couldn’t  get Danish people to clean. So we had to 
bring people for cleaning from other countries, so that means that everyone who is cleaning in 
Denmark is from an eastern European country.  We also tend to tell to people go get an education 
because otherwise you will end up as a cleaning lady , like it’s a really bad thing, but the fact is that 
you need people to clean, you do need people in renovation, we need people to work operations or 
parts of operations, not just in the hotels, but in our society in general. So if we could help to change 
it around so it’s not something to be ashamed of… It’s a good honest job. I cleaned myself for a couple 
of years before I knew what I wanted to do. I cleaned after high school at a hospital and I think it was 
a great time for me because I was making money, I was supporting myself and it gave me some rest to 
figure out where I wanted to go in life. So if we could do something to help these kids get to that… 
S: Yeah, we actually have a cooperation with a Foundation called Eskov Funden… 
K: And they work mainly with young people who have issues of some kind in their background. 
S: They’re quite criminals, you know.  
K: But it doesn’t have to be only them, it can be young people in general, like the Rode Kors Ungdom 
who have young people in general. You were saying, because this is something Sandra knows much 
more than I do, that you can’t probably say to young people who haven’t worked a day in their life 
that you’re going to be here for 8 hours, you have to be really efficient from day 1. That’s not going to 
happen. Then they’re just going to be unhappy, we’re going to be unhappy, it’s too expensive and 
they’re going to be out the door again in 1 week or even 1 day. So we have to create a sort of process 
were they start out working a number of hours and where they don’t have to be as efficient as they 
will ultimately have to be when they are finished. So it’s some sort of a process and that’s why we 
need someone to help them. Because we can’t afford to fund that process, we don’t have the money. 
S: Actually we have the Union and that is so complicated in Denmark. Actually, in the hotel business 
we have 3F, you know them? There’s a department of 3F that works with the hotel business. They are 
hunting us down and we are not allowed to employ people with less than 6 hours every day I think it 
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is for cleaning. So you have to give them 30 hours a week. And these young people can’t work 30 
hours a week. They would die. Maybe in the beginning they can work maximum 2-3 hours a day and 
they can do that for some months, and then they can continue, you know. So we already have a 
person to take care of them, to manage them. She started 1,5 months ago in housekeeping. So we’re 
saying just bring them on, and we take them. Maybe not the most criminal the first day. We can take 
all the girls with eating disorders or whatever, and then we practice on them and then when we are 
more tough we can take the more heavy ones. We’re sure that we can change somebody’s life and 
that way, when you have 10 young people not fitting anywhere and if you just … They make courses 
for them, they make a lot of activities. If we just take one, it’s a success. And I say: I’m sure we can 
take more than one. That’s for sure. And then maybe they clean for a year, or one and a half, or half a 
year and then they chose themselves… 
K: Maybe they will figure out: “hey, I want to do an education!” 
S: Exactly! 
K: And we are also thinking from the society’s point of view. This is not just to do good for the kids 
and save them here and now. I mean we’re going to be old one day and somebody’s going to be 
paying for our pensions and we need society to have people who are productive. We can’t afford as a 
society, we just can’t afford. 
An: What benefits do you see as a hotel to be socially responsible, if you think just purely for your 
business. 
S: About the last process here, we don’t think about it so much for story telling or anything. This is 
more about their lives, so we don’t need to use them as a case. But about the Hart Foundation, of 
course. Yesterday I was to the most boring thing. I was there for two hours in the main theatre and I 
heard all they were saying to me two months ago in another Heart Foundation event. And I took my 
kids with me, I thought it’s entertainment, and they were like bored out of their skull. One hour I had 
to hold them like this, to keep them there. But I’m going there because if I don’t do that…we have to 
show… 
K: That’s to show you off, you’re being an ambassador. 
S: Exactly, and if I don’t come there, I will forget about them. I would find another interesting 
cooperation. When you do a social responsible activity like that, you can make it continuous 
throughout all the year. 
K: I think it means a lot for the organization in itself. Our colleagues stay with us longer. It’s normal in 
the hotel business: we have people working for us for so many years. And I think it is because they 
feel that is a place with a heart, not just a profit making machine. But also a place that is socially 
responsible. I think it means a lot for the people who work for you. It rubs off on the whole feelings 
thing. 
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An: As we talked about earlier, we know the environmental aspect can help profile your hotel for 
certain customers. Do you have a sense of your customers responding to your social initiatives as well, 
in the sense that it helps you profile certain customers? 
K: I think they appreciate it just as much they do for the environmental thing. They’re having pretty 
much the same reaction. 
An: Are they aware of your activities and initiatives? 
S: Actually, we don’t shout it out. 
K: No. 
S: I think that would not be… We are very proud of our organization, of all our funny details. 
K: Yeah, we love to tell them that we use used coffee in the spa and stuff like that. But when it’s 
about people, it is a bit more delicate because we can’t just step on them and say “Look what I did for 
this weak person, let me show you”. 
S: Like you would take a picture of their happiness. Like Tiphany who was here with her six children 
and we would put a picture on Facebook. That would be really…”noble”. 
K: We would just tell about it in more general terms, I think. 
An: So there are some ethical limitations to really utilize your social initiatives? 
K: Yeah. 
S: Maybe if we needed customers and if we had a bad business, and we really needed to go out and 
attract more people, maybe we would start by thinking we could use this and that, we need a good 
story. 
K: Actually, when we really had rough times and we weren’t making money, we went to Borne Hjerte 
Fund, who at that time had a high profile, to their executive, and said: “Can you help us in any way, 
can we use your influence and your organization to help us get more customers, more guests in the 
house? So I guess we would rather do it that way, sort of use each other, rather than going out to the 
press and say we made a heart sick child very happy. I don’t think we would ever do that. 
S: Totally agree. 
An: And lastly, about the social value thing, is there any future activity/deeds that are socially 
oriented and that you’ve planned, or ..? 
K: I don’t think we have anything else planned apart from this whole youth unemployment. 
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An: OK. Now we’re moving on towards your organization in general. And we’d like to ask you who in 
the company has the power to approach both the environmental and the social aspects that you have 
implemented? 
K: That would be Sandra and Mark. 
S: And you. 
K: Yeah, I execute it, of course. But I have the power to propose things and recommend things. But 
the final decision is of course always based on a dialogue and on the financial aspects of it also. But I 
would say that is Sandra, Mark and me in conjunction. But of course we take in all the input that we 
possibly can get from our surroundings, from people who work here, from people we know. 
An: And when you decided upon a certain initiative, who actually implements it to the hotel business? 
S and K: We do it together. Yeah… 
S: Actually, sometimes it’s also another colleague, Pernille. She’s a really active lady. So, sometimes, if 
you tell her something and she really likes it, she’ll say “I do it!”. 
K: She even gets ideas of her own. She was the one who got the idea with the recycled books thing. 
She came and said “I thought about this and I’m going to do it”. 
S: And then she found a basket, and put a sign on it… I mean, that’s the point, here you don’t have to 
ask somebody. We just do it. And then we come and found out later “That was not a really a good 
idea.” 
K: But people aren’t afraid to… For the big things like joining the Green Globe or stuff like, it would be 
Sandra, Mark and me, but the small initiatives on a daily basis are … people are not afraid to take 
decisions here. 
An: As we talked about, it’s a hotel that has grown over a couple of years, so naturally there are many 
employees. And also therefore we would like to ask you if there are some of these people working in 
the hotel that might actually not really influence your approach to the social or environmental. 
K: You mean because they’re not interested or… 
An: Yeah, just in general, might there be some people here that are not really engaged in the whole 
influence? 
S: Everybody working here is on a schedule. I mean if you work in the reception you’re here from 7 till 
3 or if you work in housekeeping you work here from 9 to 3 or whatever. This means that you are 
hands on. We don’t have people hired here without… 
K: Yeah, they have a function, they’re in the operations. 
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S: Yeah. Everybody has a function that you can take directly to the bottom line. I mean, that’s a really 
interesting thing. That’s really a big part of the business because normally you would have like a 
standard group. They used to have a lot of levels, so you could say that if you are in the levels not 
around Marketing, but maybe counting hours for housekeeping, management…maybe you’re not 
interested in what they put in the toilet, what products, or how they clean, if they use too much 
water or whatever. But here, our housekeeping manager she is hands on. She’s around the house all 
the time, checking rooms. 
K: Yeah, so I think we don’t have anybody who is not involved in doing it, executing it and therefore 
also involved in the whole feeling of it. But I do think that we have some people working here who 
don’t necessarily feel that they have to bring their own ideas. I mean, I think there are a lot of people 
who work in the kitchen that feel: “OK, this is sustainable, I love it, but I don’t have to bring new ideas. 
I’ll just do it and enjoy it.” 
S: But they have to be aware of it all the time. When they eat, when they prepare food, in the kitchen, 
when they fill up the dishwasher… They have to be aware of it. 
K: They’re part of it. 
S: Yeah, they have to be a part of it. They have to know a lot. 
Ad: Therefore, do you help create the mindset of being for the environment among the employees? 
K: Very much! You know, we have one of our colleagues, she turned 40 a few weeks ago. She sent out 
an invitation and said: “Bear in mind that we <<Love food, hate waste>>. So please let me know if 
you’re coming because…”. I just thought that was quite funny, you know? That it was a private 
invitation to a private party and she sort of incorporated our “Love food, hate waste” into that. 
An: As we’ve talked about, the whole social/environmental aspect is incorporated in the hotel, but 
are there any areas of your business that you would see functioning purely for the economical 
returns? 
S: Yeah. You could say: “what?” But we’re thinking a lot about the bottom line. I mean, we need to 
make money. It’s not a big obsession like in Scandic. We too need to make money now, but before it 
used to be like… They have hotels all over Europe, or Scandiavia anyway. But they just need to send in 
some numbers and say “Ok, you made money this year, you didn’t…Do better next year.” You see, we 
can’t… not make money, it would kill us, you know. If we need to have a happy year here, we need to 
stick to our budgets and to make the result that we’ve promised. In that case, it’s more of a small 
business. 
K: Yeah. In that way we’re still a small business. And also I think that it’s a business that is very 
much…We talked about the DNA before. I think an important part of the DNA is that it’s privately 
owned, privately started by a couple of people who are very much entrepreneurs, so there is this 
whole… You will never be completely satisfied, to say “This is what we have. We don’t want more, we 
don’t want to evolve, we don’t want to grow.” I think it’s very much in the nature of Guldsmeden… 
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S: We don’t believe that. We believe that there is something we can change everyday. I mean, if you 
don’t develop your business, it will die. If you have a product, and you don’t develop it, it will die. 
K: it has to evolve in some kind of way. 
S: So we’re changing everyday. 
K: But I don’t know if there is actually a heart of the operations that is not thinking about the whole… 
S: No, it’s more like you have to be selective. Every time you go through your mail box it goes like: 
“this mail is money. This mail takes money. This mail takes a lot of time. So you have to do that. And 
that’s how things work. Sometimes it’s like I can’t give this person an answer because if I give him/her 
an answer, I don’t have time to make this reservation. And if people really want to talk to you, or have 
something from you, they will call one more time. I mean, it’s not like…You’re never disturbing 
anyone here. But we have to be selective about what gives butter on the bread tomorrow. 
An: You were talking about it before when you said that employees could not have just any food in 
the fridge. We would like very much to know if you’ve experience any sort of resistance from your 
employees having to comply with some, let’s say, apparently strict sense of environmental or social 
responsibility. 
K: We could say that they were a little bit annoyed that they couldn’t get their cool salad for a while. 
S: Yeah. 
K: I mean mostly our colleagues from Polland who have very different traditions as to what they are 
used to have. They had to change their mindset as to what is good food. But not with resistance. It 
took a little while. We had to say it a few times before they actually realized “Ok, fine. We can’t have 
this food.” 
An: But have there been any other situations when you thought it is kind of interesting that this idea 
of responsibility meets some sort of barriers internally? 
S: It is mostly about the girls in the street. It’s like this: “If I see one more person taking drugs up 
there, on my staircase, or if I hear one more prostitute screaming, I’ll kill all of them. Go Away! Go 
away! Move somewhere else. I don’t care what you do. Just move to another street”. And then, of 
course, people say: “But that’s not very nice of you.” But they’re not on your street. No, I don’t want 
them. Take them away. And next day it’s totally different. We have enough energy to … They don’t 
irritate us the same next day. It’s more like a person. We need to help them. Of course, it is on/off like 
that. You say: “It’s stupid this saving water system because now everybody complains. We had a very 
busy Sunday morning. Everybody was taking their shower at the same time. People are coming down 
complaining about no water pressure. Because we have those stupid small things put in all the tabs to 
reduce the amount of water coming out. We had to take them out again because there were just too 
many complaints, you know. Then we find out that we can use them on the first and second floor, but 
not when you are up. 
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K: Yeah, because the pressure gets lower as you go higher up. 
S: And now we’ve told everybody. How much should we save? We had to go back to Green Globe and 
say “We’re not saving so much because ..” and then we had all the arguments. And then they would 
say: “But that’s how it is. What do you want? Do you want to save water or do you just want to 
please?”. “Yeah, we want to please. I want people to come back”, you know. So you can make a 
discussion with yourself. It’s very easy. 
K: I think all employees have come across something when they would be like “God, not again. Do we 
really have to this? Because it’s just impacting my work in a way that I find annoying. But then they  
get over it. Like Sandra says, then they start seeing the point of it. 
An: We have talked a bit about it, but have you been tempted to leave to whole sustainability 
approach, the whole social approach? 
S: No, never. I mean, that’s what makes us who we are.  
K: That would be boring. 
S: Definitely. 
An: It would be too much of a shift… 
S: Yeah. Because first we talked about our frokost buffet. “Oh we have one of the most beautiful 
frokost buffets.” Then we get sick and tired of that. Then we talk about our breakfast. We have to talk 
about new stuff. What is nicer issues to the world we live in. 
An: One of the last questions here is… we talked about that you have certain standards that you have 
to meet for the Green Globe. And therefore we would also like to know if you have any ways of 
measuring your environmental and social performance? Or is it more of a personal feel, that you have 
your performance measured? 
K: In the social aspect? 
An: Yeah. 
K: We don’t measure it. 
S: Because then we need to be more loud too. 
K: And also I wouldn’t know: measure against what? 
S: How should we measure? 
K: I wouldn’t know how to begin. 
S: “How much attention did we get on that thingy?” I don’t know.. 
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K: “How much self-satisfaction did you get?” Yeah, I wouldn’t know how to measure it… 
S: “Did it influence our bottom lines?” I mean, take for example Maersk. They have in Copenhagen 
70.000 room light throughout the year. 70.000 room lights. It means that there should be enough 
for… *not understandable+. But, now we got a new hotel in their neighborhood, on Esplanaden, and 
they want to work with us. But at the same time they say: Maybe we want to use Axel too. And 
before it was more like no-go. They never came. Now they came for launch, they saw it. You just have 
to think a bit about the neighborhood, how is it continuing, you know. Where all the art is. And they 
would have been…they were somebody reflecting like this. And we told them “we have a shitty 
neighborhood”. And they said “We would never send our guests there. Never.” But it’s also a cool 
concept and a nice hotel. I think they were convinced that even though they should tell their guest 
“Oh, we will book you in there, just beside the train station, you can go to Tivoli tonight, and it’s very 
nice too. You can easily get to the airport.” And maybe they will say “No.” Maybe they will see some 
poor people there. But it’s a very safe neighborhood. And they could say that we know that the hotel 
is working very close with the police and politicians to make it a nicer, better place for the world, and 
to find and save those poor souls out there. 
K: I think there’s been a shift in general. We’ve seen that it’s going well for Guldsmeden, even 
compared with other hotels. You can’t exactly say this is the reason and this is the reason. But we 
have found that people find us very credible. It’s sort of established now, I think, as a concept, as a 
brand. So I think also just sticking to it, just continuing, and not deviating, not suddenly doing less. It 
has sort of paid off. 
S: About the social responsibility things it helps to talk. Normally you give up before you get started 
because you think: “Oh, I can’t give this all away, maybe I only have 100.000 or maybe only 10.000 or 
1.000 for this project. Oh, it’s nothing. Let somebody else do it.” And then I say: somebody has to take 
the responsibility, you know. But it helps just to give in your energy. Just to keep it in the top of your 
mind. Now we’re telling you about the Heart Foundation and we’re just telling you that it’s a very 
tough time for the families… You will keep it just a little bit in the top of your mind and then when 
somebody comes and asks you for money for the Heart Foundation you will say: “Yeah, I do 
remember. Maybe it’s a good idea.” I mean, it helps to make the world small, because really it’s a 
little bit about lottery. But it’s their motto: everything helps. 
K: Everything counts. 
S: And if you believe in that, it is much more fun. It is not restricted what you can do. You can do 
something else than just giving a lot of the money you don’t have. Or you don’t feel comfortable to 
give because it makes you uncool. 
An: And also I want to ask you.. As we’ve talked about, there are cheaper alternatives, there are 
cheaper hotels up there. Do you feel that the idea of being socially and environmentally responsible 
makes the whole idea of spending that much money on a hotel for the customers seem more 
appropriate? 
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S & K: Yeah. 
S: It gives value for money too. 
K: Like you were saying before: this whole thing of spending too much and paying too much is just 
uncool. And there are probably people who feel that spending 1.000 kr on a night here when you can 
get a cabin bed for 6-700 or something is … They need a reason for that. And I think the fact that we 
do have opinions and we do these things makes it possible. 
S: But you did have a good point, Kirsten, remember the one with why we should ….*speak Danish+. 
K: Yeah, the whole thing about creating the relationship, it’s true. This whole thing about hotels being 
all about the guests and their needs, whereas we give a lot of our personality as well. 
S: So we get really [inaudible] if we only meet them once. 
K: That’s value for money. That’s the added value for money that they get here. 
S: And you can’t compare with that. Not on price, not on location, not on anything. You can’t measure 
it. It’s really something that goes to your heart. It means that you capture people’s loyalty. 
K: Yeah, and they become loyal, like you’re loyal to your friends.  
S: And then you can try to keep it by your loyalty program, which is a really good thing we did. 
Everybody should have one like this, because it’s just a really easy way to communicate with your… 
An: Discount for recurring customers or..? 
S: Yeah. You save up, you know, 10%. If you are a loyal member, friend of the family, you can always 
save 10% of the room night. Yeah, we all like that today.  
An: Lastly I want to ask you guys if you have any questions? 
Ad: Actually, yeah, I do have a curiosity. You seem to be very loyal to the idea of being for the 
environment and you also, Kirsten, said that you are committed to not doing less for the 
environment. But then I’m wondering: During the financial crisis, haven’t you been forced in some 
way or another to actually do less? 
K and S: We actually did more. 
S: More new hotels. 
K: yeah, it’s true, but for the environmental things we actually did more because that’s when we got 
Green Globe certified.  
S: Yeah, and for saving, too. It is being wastes a lot of food, you know that? I mean, we didn’t count 
how many pieces of salami was thrown out before, but … 
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K: There were a lot of hotels saying that “we have a lot of these high quality ingredients in our 
breakfast”, and they started saving, they started buying cheaper. 
S: Yeah, that’s right. 
Ad: That was also my point. 
K: But for us, like Sandra said, we can’t compromise on our breakfast. And it was on that time, in the 
middle of everything, that Green Globe came into our lives. And then it became impossible to….you 
know, we just had to do more. 
Ad: so you actually saw a financial benefit? 
K: We definitely do now.  Now we do. I’m not sure at that time .. We could just see it was becoming 
an important marketing parameter. And we thought that can’t be left behind here because we are 
quite reluctant to use that word here. So if all the other hotels are running off with… We’re the 
greenest hotel, we just couldn’t accept that. So we wanted to show that we were greener than 
anyone else.  So yeah, we weren’t tempted to do that. We did actually the opposite of many others. 
We did more during the crisis in those terms. Both in regards to the social – that was the whole anti-
trafficking thing, and the whole Green Globe thing. So we actually increased our efforts at that time. 
Not because we thought it would give us money, but because a lot of other things in society 
happened at the same time. 
An: Do you have any other comments that you feel you have not really fully explained or expanded 
about your hotel that you might find to be important in this discussion? 
S: No, I’m totally empty. 
K: No, I think you asked a lot of questions and covered all. 
An: Great. 
K: Of course, if there is anything you need in terms of numbers and statistics or whatever, I’ll see what 
I have and you can just have it. I just got the last numbers yesterday from Berlin, so… 
An: Ok, I’ll just stop this recorder here and thank both of you… 
STOP 
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0% 
14% 
0% 
14% 
72% 
1 Star rating 
Sustainability as a positive
sustainability as a negative
Social activities as a positive
Social activities as a negative
did not mention any
50% 
11% 
3% 
36% 
2 star rating 
sustainability as a positive
sustainability as a negative
social activities as a positive
social activities as a negative
did not mention any
10.2. Appendix 2: Main findings from Tripadvisor review analysis 
 
1 star rating 
Sustainability as a positive 
0/7 
 Sustainability as a 
negative  1/7 
 Social profile as a positive 
0/7 
Social profile as a negative 
1/7 
Do not mention any of the 
activities 5/7 
 
 
 
2 stars rating 
Sustainability as a positive 
3/ 34 
 Sustainability as a 
negative 7/34  
 Social profile as a positive  
0/34 
Social profile as a 
negative2/34 
Do not  mention any 
activities 22/34 
3 stars rating 
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10% 
19% 
8% 
5% 
58% 
3 stars rating 
Sus. As a positive
sus. As a negative
social activities as a positive
social activities as a negative
did not mention any
36% 
12% 
4% 
3% 
45% 
4 stars rating 
sus as a positive
sus as a negative
social activities as a positive
social activities as a negative
did not mention any
Sustainability as a positive 
7/73 
Sustainability as a negative 
14/73 
Social profile as a positive 
6/73 
Social profile as a negative 
4/73 
Do not mention any of the 
activities 43/73 
 
 
 
4 Stars rating 
Sustainability as a positive 
71/192 
Sustainability as a negative 
24/192 
 Social profile as a 
positive8/192 
Social profile as a negative 
7/192 
Do not mention any of the 
activities 87/192 
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42% 
4% 
2% 
1% 
51% 
5 stars rating 
sus as a positive
sus as a negative
social as a positive
social as a negative
did not mention any
5 stars rating 
Sustainability as a 
positive  76/177 
 Sustainability as a 
negative 8/ 177 
 Social profile as a 
positive   7/177 
 Social profile as a 
negative 2/177 
Do not mention any of 
the activities 89/177 
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10.3. Appendix 3: Development of Denmark's population aged 65 years and 
above between 1980-2050 
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10.4. Appendix 4: Newspaper article on ”No More” campaign40 
 
Sex i klimaets skygge 
Jyllands-Posten | 06.12.2009 | Side 8 | 850 ord | Artikel-id: e1cbf4ed |  Original artikel     
Prostitution: Fire hotelkæder i København advarer mod øgede problemer med prostituerede. Ifølge politiet er 
billedet dog det samme, som det altid har været. 
af LARS SEJR JENS EHLERS 
København gør klar til historiens største gæstebud i forbindelse med klimatopmødet, og på Vesterbro er fire hoteller 
gået sammen for at hindre, at de tilrejsende ved nattetide styrer mod Vesterbro for at styre deres lyster hos 
prostituerede. 
»I de par år, vi har været placeret på Helgolandsgade, er området blevet stadigt mere råt. Der kommer flere 
prostituerede, og de er yngre end for bare to år siden. Det virker som om, at det er blevet mere organiseret. Vi ser 
piger helt ned til 16-årsalderen stå på gaden, og det kan man ikke bare ignorere,« siger Kirsten Skovgaard, der er 
kommunikationschef for Hotel Guldsmeden. 
Det firestjernede hotel agerer talsmand for en gruppe på i alt fire hotelkæder, der sammen har investeret omkring 
50.000 kr. i en kampagne, der skal gøre opmærksom på det indre Vesterbros problemer. 
I krydset mellem Istedgade og Helgolandsgade pryder store bannere derfor bydelen med budskabet "No More" (ikke 
mere). En klar afstandstagen til den prostitution, omfattende kvindehandel og handel med ulovlige stoffer, som 
dagligt foregår. 
Om formiddagen er der ellers roligt langs Istedgade, hvor enkelte alkoholikere nyder dagens indledende guldøl. De 
prostituerede er væk, og en stor del af sexbutikkerne holder lukket. 
Det rolige billede ændres dog, når mørket falder på. 
»Fra 2007 til 2009 har vi mærket en kæmpe stor forskel. 
Vores gæster har ikke kunnet sove med åbne vinduer ud til gaden, fordi der har været så meget larm og panik. Det 
er et totalt ragnarok på gaden. Folk slås, og der bliver råbt af hinanden på dansk, engelsk og sprog, som vi ikke kan 
forstå. De truer med det ene og det andet. 
Særligt i sommer var det helt vanvittigt,« påpeger Kirsten Skovgaard. 
 
Ikke de store problemer 
Det er dog ikke alle, der mener, at det står så galt til på Vesterbro. Den 26-årige Kristina Andersen arbejder som 
frisør på Istedgade, og hun oplever ikke de store problemer med prostituerede. 
»Det kan ske, at de åbner døren til salonen og råber "fisse" eller andet, og så går igen. Så har de haft deres morskab. 
Nogle gange kan man høre, at der er nogen, der råber og skriger, men sådan har det altid været. Der er kommet 
flere prostituerede de senere år, men jeg oplever det ikke som noget større eller mindre problem end tidligere,« 
forklarer hun. 
Imens hun snakker, bliver den 79-årige Gudrun Lindhard masseret i hovedbunden. 
Den ældre dame bor i nabolaget og er enig i, at der er kommet flere kvinder med prisskilt i gadebilledet. 
»De er primært østeuropæere og står helt op til Hovedbanegården. 
                                                          
40
 Retrieved from the Roskilde University Library’s database “Infomedia” on December 5
th
 2013 
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Man kan dog også opleve dem stå og fryse ved Halmtorvet, men de generer ikke folk,« beretter hun. 
 
Modreaktion 
I forbindelse med klimatopmødet har der været frygt for, at udenlandske prostituerede vil strømme til København 
for at tjene penge på de mange ekstra gæster af hankøn. 
Det har fået Københavns Kommune til at uddele postkort med opfordring til at holde sig fra købesex. Det tiltag fik i 
denne uge Sexarbejdernes Interesseorganisation til at love gratis sex til alle klimamødedeltagere, der kan fremvise 
et COP15-id og et af kommunens postkort. 
»Det her er bare endnu en af Københavns Kommunes kampagner, der diskriminerer sexarbejderne. Det vil vi ikke 
finde os i,« siger talskvinde Susanne Møller. 
Tilbuddet om gratis sex er delvist lanceret for at understrege organisationens mistro til, at klimagæsterne jagter sex i 
København. 
»Vi tror ikke på, at deltagerne ved klimatopmødet går til sexarbejderne. Derfor tør vi gøre det her. Og skulle der 
alligevel være en eller to, har vi også et beredskab til det,« siger talsmand Susanne Møller, der repræsenterer 79 
registrerede sexarbejdere i Danmark. 
 
En sejlivet myte 
På Københavns Politis Station City forventer man heller ikke øget aktivitet for de prostituerede i de kommende uger. 
Det er en sejlivet myte, lyder det ligeledes fra Per Allan Hansen, administrativ leder på stationen. 
»Jeg har været med fra topmøderne i 1993, og der talte man også om, at det ikke var andet end en historie, som 
man dyrker, hver eneste gang, der er arrangementer af en vis størrelse i byen. Vi har ikke belæg for at sige, at der er 
kommet flere prostituerede. 
Det er ikke fordi, vi laver store analyser på det, men når vi snakker med kollegerne, siger de, at de ikke kan se forskel 
i gaderne,« siger han. 
lars.sejr@jp.dk jens.ehlers@jp.dk 
 
Fakta: FAKTA 
 
Prostitution i Danmark 
Ifølge Udsatteenheden i Servicestyrelsen under Velfærdsministeriet var der i 2007-2008 mindst 5.669 prostituerede i 
Danmark. Ca. 2.500 skønnes at være udlændinge. 
I samme periode var der mindst 1.203 gadeprostituerede i København, 148 i Odense og 60 i Århus. 
Tallene er ifølge Servicestyrelsen forbundet med stor usikkerhed. 
Der er intet reelt overblik over antallet af udenlandske prostituerede, da de ofte er her illegalt. Reden International i 
København var i fjor i kontakt med prostituerede fra 28 nationer. 
Hovedparten kom fra afrikanske lande. 
Københavns Politi vurderer, at der er 50-150 afrikanske prostituerede i hovedstaden. 
Derudover befinder der sig et ukendt antal afrikanske prostituerede i resten af landet. 
 
HOVEDPUNKTER 
Fire hotelkæder står bag en kampagne, der skal gøre opmærksom på det indre Vesterbros problemer. 
Sexarbejdernes interesseorganisation lover gratis sex til klimamødedeltagere. 
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10.5. Appendix 5: Financial development Of Guldsmeden Hotels (Weinert 
Holding) for 2007-2011 
 
‘000 DKK group account group account group account group account group account 
 
2007/08 2008/09 2009/10 2010/11 2011/12 
      
Net turnover 60,076 50,220 49,323 48,677 69,720 
Result pre capital 
shares 
2,800 -1,817 2,705 4,252 6,546 
Income from 
affiliated companies 
97 6,531 1,436 6,836 1,348 
Result before tax 8,099 3,800 4,042 10,886 6,648 
Result after tax 7,596 4,471 3,236 9,808 5,297 
      
Equity 18,325 21,296 21,397 30,604 35,101 
Balance 49,997 59,645 53,079 44,753 52,375 
      
Profits 13,5% 7,6% 8,2% 22,4% 9,5% 
Cash flow 72,5% 66,0% 102,9% 153,2% 185,5% 
Solidity 36,7% 35,7% 40,3% 68,4% 67% 
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10.6. Appendix 6: Customer survey results, run and analyzed by Guldsmeden 
in 2010 
 
1. How did you first hear about the Guldsmeden hotels? 
 
a. Online search            42% 
b. Printed article             5% 
c. Advertisement          
d. Word-of-mouth         34% 
e. Other                           29% 
        
2. Have you been to a Guldsmeden hotel before? 
 
a. Yes                                29% 
b. No                                 71% 
 
3. How long is your current stay? 
1 night                                 32% 
2  nights                              24%  
3 nights                               26%  
4 nights                               13% 
 
4. Why did you decide on Axel Hotel Guldsmeden? 
 
a. Sustainable profile     34% 
b. Design/atmosphere  53% 
c. Location                       47% 
d. Rate                              16% 
e. Guest reviews               8% 
f. Other                            16% 
 
5. How did you book your stay? 
 
a. Guldsmedens homepage  50% 
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b. Other booking site              21% 
c. By phone                                8% 
d. By mail                                  13% 
e. Other                                      8%                    
 
 
 
